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Rough Proofs 


“Fishing,” says Johnson Motors, 
“no longer means towing a boat all 
ever Nell’s half acre.” 

That ain’t the way we heerd it. 


. } 9 


Actors on the Hormel radio show 
will be given a week’s vacation 
with pay at the expense of the 
sponsor. And they won’t even be 
required to take along a supply of 
Spam. 

7 | 


Frank Tripp wants to know when 


Series to Give 
Facts on Admen’s 
Salary and Work 


"Advertising Age" to 
Present Analysis of De- 
tailed Study 


By S. R. BERNSTEIN 
Chicago, May 2.— What does an 
advertising manager look like? How 
did he get to be an advertising 


DIFFERENT 


STANDARD AMONG MEN WHO SET THE STANDARD 
4 *, - * “9 oe 


ho :. 


Barbasol Stabs 


Cream Deodorant 


New York, May 1.—Barbasol 
Company stepped out of its role as 
a purveyor of men’s shaving prod- 
ucts this week by introducing a 
new deodorant for feminine use 
with a campaign in five New York 


at New Field with | 


Consumer Credo to Be Put 
Before Conference May 13 


Grading and Factual 
Information Declared 
Prime Needs 


New York, May 1.—A compre- 
hensive consumer credo, repre- 
senting the joint views of several 
prominent consumer organizations, 
will be placed before the business- 
consumer relations conference to be 
held here May 13 and 14 under the 


p a , manager? What sort of education newspapers. The newcomer to this |®USpices of the National Association 
Camel is going to start putting cork did he have? How long has he held rapidly expanding field, a cream, is|0f Better Business Bureaus, it was 
tips on those five extra smokes. [1i, job? Just what does he do? called Per-Od-Ex. learned today. 


,. © 


FTC records show that advertis- 
ing in “humor and risque” maga- 
zines is 98.3 per cent pure. Maybe 
the FTC checkers are too busy 
looking in those books to pay much 
attention to the ads. 


, @.9 


No matter how you pronounce 


What kind of company does he 
work for? How big is his staff and 
his appropriation? What does he 
think of his work? How much does 
he get paid? 

Through an exclusive arrange- 
ment with the Advertising Manag- 
ers Club of Chicago, ADVERTISING 
AGE will supply the answers to 
these and a score of other personal 
questions covering a complete cross- 
section of American advertising 


Decidedly different is the new newspaper 
campaign of Christian Feigenspan Brew- 
ing Company, Newark, which omits 
happy beer drinkers in the act of tippling 
a glass in favor of dignified portrait 
shots like this, produced by Lejaren a 
Hiller of Underwood & Underwood. Copy 
is extremely short, and runs in four- 
column by 150-line space. E. T. Howard 
Company is the agency. 


After experimenting with the 
new product for a year in Indian- 
apolis, its home town, Barbasol has 
launched its initial campaign for 
Per-Od-Ex in the Journal & Ameri- 
can, Mirror, News, Sun and World- 
Telegram. Plans for advertising 
outside the New York metropolitan 
market have not been made. 

Copy describes Per-Od-Ex as “a 
‘perfected’ creme deodorant” for 
“women with tender skin” and em- 


A tentative platform has already 
been drafted, and this will probably 
be submitted to the consumers, edu- 
cators and business men attending 
the meeting as the framework for 
a closer practical relationship be- 
tween business and the consumer. 
Members of the American Associa- 
tion of University Women, Ameri- 
can Home Economics Association 
and General Federation of Wo- 
men’s Clubs—consumer representa- 


i - peenin : (ern pe , + “donen | tives on the National Consumer- 
Pall Mall, the eager smokers seem managers in . series of articles to Oldetyme to Go phasizes the fact cae : doe ant Retailer Councli — tock pert in 
to be rushing to the new long cig- begin in these pages next week. sting or burn.” Like several other 
The series is based on an exhaus- 


aret pell-mell. 
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Under “Wanted to Buy” in the 
St. Paul Dispatch, a Rough Proofs 
scout finds this one: “Second-hand 
secretary, medium size.” 

Either a blonde or a_ redhead 
will do. 
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“Local- national differential is 
sound, ANPA told.”—Headline in 
ADVERTISING AGE. 

Then who’s responsible for the 
fury? 


vgsyY 


J. M. Koch of Quaker State talks 
of “insensate” advertising of motor 
car manufacturers, which neverthe- 
less seems to have raised a pretty 
live issue. 
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“Be candid—wear filmy blouses,” 
Suggests a Michigan avenue shop. 
If there’s anything a 1940 gal is 
willing to be, it’s candid. 


. Vv F 


Who’da thought in these days of 
complete frankness regarding the 
secrets of Mother Nature, there’d 
be a chance to return to the peek- 


tive investigation covering adver- 
tising managers of every size and 
type of company in all sections of 
the country which was conducted 
last fall by a special committee of 
the Advertising Managers Club of 
Chicago headed by Stuart G. Phil- 
lips, advertising manager of Dole 
Valve Company. 


New Approach 


Material of this kind—and espe- 
cially that dealing with income sta- 
tistics—has never been available 
before. Apparently no one had ever 
thought of uncovering the “vital 
statistics” of the advertising man- 
ager’s classification—of looking over 
this merchandising cog and dis- 
covering what sort of a human be- 
ing he is; what he does and what 
he thinks and how much he gets 
paid for doing and thinking. 

The Association of National Ad- 
vertisers and the National Indus- 
trial Advertisers Association have 
made surveys of advertising budg- 
ets and advertising department or- 
ganization, and others have at- 
tempted to study various phases of 
advertising department operation 
and organization. But no one has 
had the temerity to study the ad- 
vertising manager himself, and to 
examine his business and financial 
status so closely. No advertising 
manager has ever been able to 
measure himself in relation to his 


to Schenley in 
$4,000,000 Deal 


New York, May 2.—Thwarted in 
its recent effort to buy Hunter Bal- 
timore Rye Distillery, Schenley Dis- 
tillers Corporation has contracted to 
purchase Oldetyme Distillers Cor- 
poration in a deal involving more 
than $4,000,000, it was revealed here 
yesterday. 

Culmination of the deal depends 
upon obtaining the permission of 
the Securities and Exchange Com- 


|mission, and a favorable vote by 


| 
| 


Oldetyme stockholders. It 
probably take at least a month be- 
fore such authorization can be ob- 
tained. 

Oldetyme’s two leading brands 
are Three Feathers and 
River, both ryes. Both have been 
extensively advertised for several 
years, with 1939 promotion expen; 
ditures exceeding $1,000,000. Peck 
Advertising Agency has the account. 


will | 


Green | 


jcream deodorants now on the mar- 
‘ket, the Barbasol product vanishes 
and is greaseless. Retail price is 49 
| cents. Erwin, Wasey & Co. directs 
the account. 

Bristol- Myers Company also 
launched a campaign this week on 
behalf of Mum, with copy scheduled 
for comic pages of 60 newspapers 
in 45 cities. The seasonal drive 
| supplements year-around Mum ad- 
|vertising in 32 magazines. Pedlar & 
Ryan is the agency. 

Still another well-known deodo- 
rant, Odo-Ro-No cream, is being 
jadvertised in newspapers through- 
out the country in a campaign 
which began in February. Copy 
for liquid Odo-Ro-No continues in 
magazines. J. Walter Thompson 
|'Company handles the account. 

According to figures released by 
the United States Department of 
Commerce, the deodorant field has 
grown briskly in recent years. In 
1939 production expenditures are 
estimated to have totaled $4,500,000. 


Last Minute News Flashes 


De Beers Diamond Copy to Continue Another Year 
New York, May 3.—Continuation of the De Beers Consolidated Mines 

diamond campaign for another year was announced today by Gerald 

M. Lauck, executive vice-president, N. W. Ayer & Son, on his return 


from a trip to the company’s headquarters in South Africa, 


The maga- 


zine schedule will be kept intact, but copy will be changed to feature 


four-color reproductions of work by contemporary painters. 


of cut gems in 1939 totaled $24,41 


Imports 


drafting the platform. 

The pronouncement is described 
as “an attempt to define the con- 
sumer point of view and the basis 
on which consumers can legiti- 
mately work with producers, dis- 
tributors and related groups in 
efforts to improve marketing prac- 
tices.” Highlights of the platform 
include the following: 


Two Major Interests 


Consumers have two major inter- 
ests—to secure enough income to 
buy goods and services which will 
satisfy their needs and _ provide 
them with the greatest possible sat- 
isfaction, and to be able to identify 
those products and services which 
are best suited to their special 
needs at prices they can afford to 
pay. 

In order to protect these interests 
consumers must understand the 
basic economic principles affecting 
our standards of living, take an in- 
telligent interest in the formulation 
of policies and legislation that pro- 


mote or hamper the general wel- 
|fare, and promote the development 
jand general use of simple methods 
of identifying quality and perform- 
ance in consumer goods that make 
intelligent buying possible. 

Free and intelligent choices 
among available goods and services 
are possible only when consumers 
are given adequate and accurate 
statements of fact about the relative 


= 7,273, compared with $17,016,042 in 2 . F 
. : — fellow advertising managers, ex- 960 he samerted quality and performance of the 
i-boo shirtwaists of the ’90's? cept in the most casual way. He | 1938, he reported. merchandise offered. Many tradi- 
ihas had no way of discovering a . tional practices of manufacturers 
oe a ‘Cantina a Peas Oe ‘Meat Packers to Launch Industry Campaign 


Kenneth Collins favors advertis- 
ing words that “explode something 
‘nN a person’s mind.” Maybe copy- 
writers had better start paying 
more attention to Westbrook Pegler. 
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A Chicago automobile dealer has 
added eight women to his sales 
staff, including a very attractive 
young widow. They won’t have any 
trouble at all arranging demonstra- 
wuons 


7 = 


. If you want to parlay your 
“unches in 1940, why not couple 


No “Wet Nurse” Needed, 
Tatt Tells Affiliation 


Buffalo, May 3.—‘*The American 
people don’t need a wet nurse,” 
Senator Robert A. Taft, of Ohio, 
said at a luncheon opening the 37th 
annual convention of the Advertis- 
ing Affiliation here today. “The 
danger to the whole country from 
government control of advertising 
is much greater than the danger 
that any considerable number of 
people are going to be defrauded by 
advertising.” 

Senator Taft rapped the Federal 
Communications Commission for 
halting advertising of television 
sets and charged that if the govern- 


Chicago, May 3.- 


The healthful qualities of meat and its place in a 


| balanced diet will be featured in a nationwide, long range advertising 
and promotion program, the Institute of American Meat Packers has an- 


nounced. 


Although details have not been worked out, the Institute re- 


ported that “the program will be one of the most extensive ever under- 


taken by the industry. 
in newspapers and magazines.” 


A substantial part of the advertising will appear 
George A. Schmidt, president, Stahl- 


| Meyer, Inc., New York, is chairman of the Institute’s board 


Paint and Varnish Group to Spend $1,000,000 


New York, May 3.—Plans for a five-year campaign involving at least 


| 


$1,000,000, designed to duplicate the 


effects of the “Save the Surface and 


| You Save All” promotion which began in 1919 and continued in national 
media for 10 years, are being pushed under the auspices of the National 


Paint, Varnish & Lacquer Association. 


A meeting of important industry 


executives will be held at the association’s headquarters in Washington 


next week to discuss details. 


'Quaker Oats Adds Vitamins to Puffed Products 


Chicago, May 3.—Quaker Oats Company has developed a new manu- 


and retailers leave consumers with- 
out opportunity to exercise real 
freedom of choice based on their 
own judgment and experience, a 
condition that often results in re- 
sentment against business. 

It is possible for consumers and 
business to work together in good 
faith to their mutual advantage, 
and constructive effort of this kind 
will contribute more to the welfare 
of consumers, distributors and pro- 
ducers than restrictive legislation 
and punitive measures. 


Want Standards and Specifications 


Standards and specifications are 
needed in order to indicate relative 
values of consumer goods and these 
might well be formulated within 


. , 2 . : - the structure and policies of the 
your bets on those brash and brist-|ment seizes power to tell newspa- | facturing process by which vitamins will be added to Quaker Puffed Rice| American Standards Association 
‘ng boys, Bimelech and Brooklyn? | pers what they shall print in their | #nd Puffed Wheat, Donald Douglas, vice-president in charge of adver-| with full regard for the views of 
advertising colums, it is only a short | tising, announced today. An expanded advertising campaign to exploit manufacturer, retailer and con- 

Copy Cus. | step to control of editorial columns. | the improvements is now being prepared by Ruthrauff & Ryan, Chicago.|<iumer. These definitions or stand- 
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ADVERTISING AGE 
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ards should be stated in the sim- 
plest possible terms, such as the A, 
B, C designations now in use for 
canned fruits and vegetables. Cer- 
tification, approval and rating state- 
ments are of no value to consumers 
unless they are accompanied by in- 
formation telling precisely what 
characteristics of the goods or serv- 
ices have been tested, how they 
have been tested and for what they 
are certified, approved or rated. 
The most satisfactory method for 
communicating information from 
manufacturer through retailer to 
consumer is a label attached to the 
product. Labels are useful only 
insofar as they state sufficient facts 
about the construction, grade, per- 
formance or serviceability of the 
product to enable the consumer to 
judge relative values and instruct 
him on methods of care which pro- 
long the usefulness of the product. 


Advertising Discussed 


Advertising is a useful means of 
communication only insofar as it 
informs the consumer of the vari- 
ety of products offered for choice 
and includes the same kind of fac- 
tual information as is needed on 
labels. While voluntary efforts to 
establish “truth in advertising” 
have continued actively since 1911, 
they have failed to achieve their 


have been agreed upon between 


buyers and sellers and they have 
different ideas about “truth.” Even 
where definitions have been avail- 


‘MEDIA RECORDS' NEWSPAPER PICTURE FOR MARCH, 


| 


able, as for some food products, the | 


refusal of many business organiza- 
tions to use them on labels and in 
advertising has increased consumer 
resentment and led consumers to 
resort to legislation as the 
effective remedy. 


only | 


Education of the consumer must | 


be kept comprehensive, objective 


and without bias. To this end, spe- | 
cial care must be taken to safe- | 
guard the consumer point of view | 


in the use of speakers or material 
from commercial sources, and in 
organizations formed to protect or 
further consumer interest. When- 
ever consumers participate in coop- 
erative activities they must name 
their own representatives, and no 
such program should be under- 
taken in which business interests 
are in a position to dominate or out- 
vote the consumer interest. No 
funds should be accepted for the 
promotion of consumer interests or 
activities without full publicity as 
to their source and full control over 
their use. 


ACTIVE COOPERATION 
AIM OF CONFERENCE 
New York, May 1.—Removal of 
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and the consumer from the realm 
of academic discussion will be the 
objective of the second business- 
consumer relations conference, 
scheduled for May 13 and 14 at the 
Hotel Pennsylvania here, under the 
sponsorship of the National As- 
sociation of Better Business Bur- 
eaus. 


aims largely because no definitions |the relationship 


between business 


Educators, representatives of wo- 


|* 


UCCESS 


Despite three price increases from $1 to 
$1.50 to $2 to $3 a year, CUE’s circula- 
tion has grown from 1,800 in 1936 to 
38,000 a year ago, and to 62,000 today. 
Careful checks indicate CUE goes by 
subscription to more wealthy and influ- 
ential New Yorkers than any other mag- 
azine, with the exception of Life. 
These people and thousands more be- 
sides regard CUE as their insurance 
against boredom, extravagance, disap- 
pointment, and waste motion. 

WHY? 

Because, like many a_ big business. 
CUE’s success has been built on SERV- 
ICE. The truth is that CUE enjoys a 
unique publishing franchise and is not 
to be pigeonholed with any other mag- 
azine. 

CUE is recognized among discriminat- 
ing people as the last word on the 
movies, the theatre, and New York night 
life; on the shopping opportunities of 
Fifth Avenue, Madison Avenue, and 
Fifty-seventh Street; on travel and week- 
end trips; on dining, wining, and danc- 
ing; on sports and spectacles, current 
books, art exhibits, and the world of 
music; and now on quality radio pro- 
grams. 


Each time it has listened to its friends 
and added another service feature, CUE 
has strengthened its hold on its readers 
and broadened its public. (With more 
advertising CUE will add still more 
services. ) 

CUE is good reading, but it is essentially 


a SERVICE MAGAZINE. It doesn’t run 


Y 


thew 


pa VICE 


fiction or cartoons, nor is it a “great big. 
beautiful doll” of a magazine. Readers 
use CUE in a hundred concrete ways 
and scout through its pages to plan their 
leisure life. 
Because it saves busy people time. 
trouble and worry—-takes their minds 
off wars and business——brings relaxation 
and good times in its wake, CUE seems 
to enjoy a peculiar hold on the affec- 
tions of its readers. 

That’s why such a high proportion of 
them renew their subscriptions year 
after year and spread the good word 
among their friends. 


* * - 


The May 4th CUE carries more adver- 
tising linage than any past issue. CUE 
now carries more individual advertise- 
ments than any other general weekly. 
Some 450 are from small advertisers who 
depend entirely on traceable RESULTS. 
Note also many fine display announce- 
ments of famous firms. 

CUE is steadily attracting important 
new advertisers because it offers a dem- 
onstrably resultful approach to the 
BUSY SPENDERS of the World’s Rich- 
est Market. 

That's why, in 1939, CUE gained 98% 
in advertising dollar volume, and why 
CUE will at least double its volume for 


19-40. 


If the New York Area means business 
to you, don’t you owe it to yourself to 
learn all about the SERVICE MAG. 
AZINE that has so quickly become a 
New York institution? 

Write Advt. Mgr., CUE 


6 East 39th Street, New York City 
or call LExington 2-5300 


“ 
THE WEEKLY MAGAZINE OF NEW YORK LIFE 


O. D. KEEP, Publisher @ FILLMORE HYDE, Editor 
ARCHBOLD vanBEUREN, Treasurer 


i}men’s clubs and advertising execu- 


tives will participate in the meet- 
ing in an attempt to “vitalize” rela- 
tions between business and consum- 
ers. The program will be launched 
by a discussion of the scope and 
influence of consumer education. 
Participants will be Dr. John M. 
Cassels, Institute for Consumer 
Education; Dr. Edward Reich, edi- 
itor, Consumer Education Journal, 


land Dr. Helen Judy Bond, presi- 


Home Economics 
Later the same day a 


dent, American 
Association. 


|}panel discussion will be conducted 


with a view to developing consumer 
recommendations on improved ad- 
vertising and selling practices. 


Business to Speak 


Business representatives will be- 
gin their participation the second 
day of the conference by discussing 
the recommendations offered by the 
consumer groups. Clarence Fran- 
cis, president of General Foods Cor- 
poration, will preside, and speakers 
will include E. J. Condon, Sears, 
Roebuck & Co.; Dr. Jules LaBarthe, 
Jr., Mellon Institute of Industrial 
Research, and Thurmond Chatham, 
president, Chatham Mfg. Company. 

Self-regulation of business will 
be the theme of the closing session. 
Participants in the discussion will 
include James W. Young, Bureau of 
Foreign & Domestic Commerce: 
Raymond Rubicam, Young & Rubi- 
cam; Dr. Kenneth Dameron, Com- 
mittee on Consumer Relations in 
Advertising, and Dr. Caroline F. 
Ware, representing the American 
Association of University Women 


NAB Bureau Releases 
Two New Booklets 


A 42-page loose-leaf booklet, 
entitled “Building Field Sales Man- 
ual,” has been released to members 
of the National Association of 
Broadcasters by the bureau of radio 
advertising. Produced with the co- 
operation of the Federal Housing 
Administration, it gives program 
ideas, success stories, promotion 
plans and other aids in selling real 
estate and building trades adver- 
tising. 

The sixth in its series of “Results 
from Radio’” studies, on the sub- 
ject of garden and field, also has 
been released to NAB members by 
the bureau. 


The Middle Georgia Broadcasting 
Company, Macon, has been granted 
a charter to operate a radio station. 


This is the second station to re- 
|}ceive a charter at Macon, the An- 
|derson Broadcasting Company get- 


Knight Enters a 
Detroit as Owner 
of ‘Free Press’ 


Detroit, May 1.—Sale of the |09- 
year old Detroit Free Press to John 
S. Knight, publisher of papers jp 
Akron and Miami, was announced 
yesterday by E. D. Stair, publisher; 
and owner of the controlling inter. 
est in the Free Press since 1906 

Mr. Knight becomes president 
and editor-in-chief, while Mr. Stair 
will continue as chairman of the 
board. Other members of the new 
board are J. H. Barry, treasurer 
and general manager; C. Blake Me. 
Dowell, secretary; James L. Knight 
and James T. McMillan. 

Purchase price was not disclosed 
but the transaction included all out- 
standing stock in the corporation, 
it was stated. Within the last 
month, according to the announce- 
ment, the Detroit Free Press Com- 
pany was divided into two corpora- 
tions. The Detroit Free Press, Inc, 
will operate the newspaper and the 
F. P. Company, an investment com- 
pany having no connection with the 
Knight interests, and headed by Mr 
Stair, will operate other holdings. 

Mr. Knight, who is 45 years old, 
was born into the newspaper busi- 
ness, his career beginning on the 
Akron Beacon Journal, owned by 
his father, the late Charles Landon 
Knight. In October, 1937, the Knight 
interests purchased the Miami 
Herald from its publisher, Frank D 
Shutts. In December of that year, 
the company acquired the Miami 
Tribune and consolidated its fea- 
tures with those of the Miami 
Herald. Next step was purchase of 
the Akron Times-Press, in August, 
1938, from the Scripps-Howard in- 
terests and the bringing together of 
the principal features and sections 
of these two Akron papers. 


Stair Is 81 


Mr. Knight made clear that in 
his mind ownership of more than 
one newspaper does not imply chain 
management or chain practices 
“We're individualists,” is the way 
he expressed it. 

In announcing his retirement at 
the age of 81 as active head of th 
Free Press, along with the with- 
drawal of W. B. Lowe, managing 
director, and W. H. Pettibone, gen- 


Charter for Georgia Radio 


leral manager, Mr. Stair said in 
jpart: “In selecting our  success- 
ors, we have been very careful, 


very choosy, for we believe that 
there are no better equipped men In 
the United States than John 5 
Knight and J. H. Barry. Born to 
the business, Mr. Knight stands out 
with ability, courage, fearlessness 
and fairness. Mr. Barry, in his de- 
partment of endeavor, has few 
peers. Hence we feel happy to pick 
such a team, both in the prime of 
life, to carry on this great forum 
The nicely balanced staff will re- 
main at their posts.” 

Mr. Barry, who becomes genera! 
manager, holds similar posts on the 
Akron and Miami papers, Mr. Mc- 
Dowell is counsel for the Knigh' 
enterprises, and James L. Knight !s 
business manager of the Miam 
paper. James T. MacMillan, pr¢ 
ident of the Detroit & Clevelan¢ 
| Navigation Company, was the sec 
'ond largest stockholder in the Fret 
|Press under the Stair regime 
| John B. Woodward will cor 
| to represent the paper natio! 


—— 


br 
bee a charter a few weeks ago. 
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“You know how it is when a girl 


has her desk outside the Boss's 
office. When the boys come in off the 
road, they sort of stand around and 
let things drop. 


ye 


***Some say they need a single high- 

power station to fit their terri- 
tories—others want regional coverage.’ 
‘Why don't you give them all what they 
want?’ lask. ‘That would mean about five 
different kinds of radio,’ he snaps back. 


VAISS er 


ADVERTISING AGE 


¢ 
| 


THE SALESMEN CALL ME 
THEIR: DREAM Git NOW! 


“All last winter they kept 
talking about radio— 
arguing that this or that was 
best in their territories. Me? | 


just listened. 


i = sti ‘a 
_— = 
: # 4 a 
s é 
oe ¥ fs ise 
» ; tas, h 

ty on 
: 


‘Pretty soon the Boss 

started growling at 

me. Once he even lost his 
temper unintentionally. 


‘These men of ours all need 

different kinds of radio broad- 
casting, ‘he mutters, ‘different kinds of 
talent, news, sports, music, drama, 
announcements, live and recorded— 
allat different times in different cities.’ 


* What if it would?’ I says, ‘you 


can have as many kinds as 
you like if you use SPOT RADIO. That's 
the way a national advertiser solves 
each local radio situation — precisely.” 


Wide-awake Salesmen find 
SPOT RADIO 
makes dreams come true 


I gives broadcasting the flexibility that 
meets the local needs of national adver- 
tisers. SPOT RADIO means using radio 
stations individually—at the best possible 
time for each territory, with shows of any 
length or type, live or transcribed. 
Local sales drives, special tie-ins, in- 
troductory offers—all can have the indi- 
vidual touch that makes every penny count 
and turns 


+. 


just another campaign” into 
a smash success! 


ANY TIME ANY LENGTH ANY WHERE 


For any advertiser or agency executive who wants to see how SPOT RADIO can meet his individual situation, we shall be 
very glad to prepare a special outline. 


EDWARD PETRY & COMPANY, INC. 


Representing leading Radio Stations throughout the United States—individually 
Offices in: NEW YORK + CHICAGO + SAN FRANCISCO + DETROIT + ST. LOUIS + LOS ANGELES 
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ADVERTISING AGE 


May 6, 1949 


Foods, Drugs, 


Tobacco, Soap 
Lead Air Parade 


New York, May 2.—While drugs 
and toilet goods led the advertising 


parade on the NBC Red and Blue} 


nets during the first quarter of 
1940 with a total expenditure of $4,- 
186,616, an increase of 13.4 per cent 
over the corresponding period of 
last year, the food industry led the 
parade on the other major net- 
works, continuing out in front on 
CBS, and jumping from third to 
first place on Mutual with an ex- 
penditure of $349,176 for the quar- 
ter. No dollar figures were released 
by CBS. 

On the NBC nets, the food indus- 
try fell to second place from the 
premier spot it occupied last year, 
with total expenditures of $3,543,- 
777, a decrease of 17.4 per cent. To- 
bacco displaced laundry soaps and 
cleaners on NBC, with $1,759,748 for 
the quarter, up 92.9 per cent, even 
though the latter increased its 1939 
expenditure 30.6 per cent to total 
$1,735,744. 

The order on CBS was identical, 


except for the indicated switch of! tional Broadcasting Company and 


| foods and drugs, the four classifi- 
‘cations increasing their expendi- 
tures on CBS nets 32.6 per cent over 
last year. The food industry in- 
creased expenditures on CBS 69.9 


| toilet goods went up 14.8 per cent; 
tobacco climbed 11.6 per cent, and 


16.2 per cent. 

On Mutual, the food classification 
increased expenditures for the first 
| quarter from $165,270 to $349,176 to 
| jump from third to first place. To- 
| bacco, in second place both years, 
| went up from $218,644 to $222,449; 
drugs and toilet goods, in first place 
last year with $232,276, slumped to 
third with $139,275, and lubricants, 
petroleum products and fuel, with 
1940 expenditures of $61,199, com- 
pared with $28,603 last year, 
jumped from sixth to fourth place, 
displacing clothing, which last year 
held fourth place with $38,553. 


APRIL BILLINGS HIT 
PEAK ON ALL NETWORKS 

New York, May 2.—Continuing 
to indicate that 1940 is destined to 
be the best in broadcasting history, 
April billings of the three national 
networks established new highs for 
the month in each case, according 
to figures released here today by 


Mutual Broadcasting System. Busi- 

ness for all three also set new rec- 

ords for the first four months. 
During the month just ended, 


| combined billings for CBS, NBC and 


per cent over last year; drugs and | 
|per cent higher 


laundry soaps and cleaners jumped | 


MBS amounted to $7,724,154, or 15.7 
than the April, 
1939, total of $6,677,636. For the 
four months to date, the combined 
total was $32,031,724. This repre- 
sented an increase of 15.8 per cent 
over the corresponding 1939 period 
when the figure was $27,671,025. 

CBS handled an April business of 
$3,322,689. This was 16.4 per cent 
higher than the comparable total of 
$2,854,026. Thus far this year, the 
network’s billings have reached 
$13,742,432 for a 25 per cent gain 
over 1939’s $10,995,309. 

NBC billings for April amounted 
to $4,041,518, or 13.5 per cent more 
than the corresponding month last 
year when the figure was $3,560,- 
984. To date in 1940, NBC is run- 
ning 8.8 per cent ahead of last year, 
with $16,883,154 comparing with 
$15,514,431. 

Mutual handled a $359,947 busi- 
ness in April. This was 37.1 per 
cent higher than in the same month 
last year when the total was $262,- 
626. The MBS cumulative total of 
$1,406,138 represented a 21.1 per 
cent upturn over the corresponding 


Columbia Broadcasting System, Na- | 1939 billings of $1,161,285. 


For more than 


00 years 
this has been 


the leading 
newspaper in 
its field— 


San Francisco 


EXAMINER 


—— 


‘Petty Girl’ Leads 
Off in New Series 
for Jantzen Suits 


(Picture on Page 31) 


Portland, Ore., May 1.—Color and 
more of it will predominate in 
Jantzen Knitting Mills’ concen- 
trated campaign for its traditional 
major share of the nation’s swim 
suit business in 1940, officials of the 
company revealed today. 

“The biggest full-color swim suit 
campaign of all time,” was their 
way of describing the major maga- 
zine campaign that opens May 24 
in Life with an eye-filling, four- 
color, full-page advertisement fea- 
turing the “ ‘Petty Girl’ Suit of 
1940.” 

Neatly encased in the suit is a 
vivacious blonde “Petty Girl” and 
beside her is a note penned by 
Artist George Petty himself: “— if 
you like smooth curves you'll love 
this suit—George Petty.” The same 
advertisement will have its second 
and final showing in Collier’s for 
May 31. 

Four-color photographs of gla- 
morous Jantzen models — broad- 
shouldered young men and shapely 
young women—will provide the 
artistic theme for other full-page 
copy to run June 5 in The Satur- 
day Evening Post, June 14 in Life, 
June 19 in The Saturday Evening 
Post, June 21 in Collier’s and June 
'28 in Life. The color photography 
\is the work of Valentino Sarra. 


Black and White Used 


In conjunction with these maga- 
|zines, four movie magazines are 
|being used for black-and-white 
| copy taking two-thirds of a page in 
seven issues and a full page in 
Photoplay for May 10. Besides 
Photoplay, the movie magazines 
being used are Movie Mirror, Mod- 
ern Screen and Hollywood. 

| Twenty-four sheets by George 
|Petty will appear in major cities 
jand many smaller cities in mid- 
May, to coincide with the major 


— 


| ‘ , . , 
|magazine campaign’s opening. The 


| poster, showing both a “Petty Gir)” 


| Jantzen offers to “early-comers” 


and “Petty Boy,” will carry 19 
words of copy: “Jantzen swim 
suits—sun clothes” and “New fab. 
rics sensation—Water Velva.” 

In its campaign book for dealers. 
lithographed one-sheet poster, 2¢ 
by 42 inches, in full color, of the 
same “Petty Girl Suit of 1949 
drawing that opens the magazine 
color campaign on May 24 in Lis, 

Though she is given the starring 
position, the “Petty Girl” does not 
replace the “Jantzen Girl” as ihe 
Jantzen symbol. The famous litt), 
red diving girl appears as usua! on 
suits this year, and “Jantzen Gir) 
Contests” are urged upon dea! 
according to D. E. Kennedy, pub- 
licity director of Jantzen Knitting 
Mills. 

Dealer aids include mats of s 
eral of Hollywood’s featured play- 
ers, a wide assortment of style mats 
and other mats of complete adver- 
tisements. 

Botsford, Constantine & Gardne; 
is the agency. 


U. S. Prepares Trade 
Association Guide 

A trade association directory has 
been prepared by the trade associa- 
tion section of the Bureau of For- 
eign and Domestic Commerce which 
will be available in a few months at 
25 cents a copy. This 1940 directory 
will provide information on 11,000 
national, interstate, state and loca! 
business organizations throughout 
the United States. 

This is the 12th time since 1913 
that such a directory has been pre- 
pared by the United States Depart- 
ment of Commerce. 


Viscose Plans Contest 


An essay contest to develop a 
more complete knowledge of Crown 
Tested Quality rayon among the 
sales personnel of retail stores has 
been announced by American Vis- 
cose Corporation, New York. 


Cox Joins Conkey 


F. Blake Cox, former editor of 
Modern Advertising, has _ joined 
W. B. Conkey Company, Hammond, 
Ind., as advertising-sales promotion 
counsel. 


25,466 EXECUTIVES OF MANUFACTUR! SY 
COMPANIES 
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ADVERTISING AGE 


Here are the facts, boiled 
down for busy readers 


T'S easy to claim “double action.” But 
it’s something else to deliver it. That's 
why we'd like to point out that it takes 
a combination of three factors to do the 
job. It’s a matter of: 


How many people — 

What kind of people — 

How much they’re interested. 
So let’s put the glass on these three propositions: 

How many people? 

Dr. Daniel Starch, noted research authority, after a 
year's readership check on The American Weekly. 
found that more than 14.600.000 men and women 
read it regularly. 
lt reaches twice as many families as any other magazine in cities 
of over 1,500,000 population —in cities of 100,000 to 1,500,000 


in cities of 25,000 to 100,000. And it goes to more familie- 
than any other magazine in cities and towns of 2.500 to 25,000. 


What's more, The American Weekly is read by more women than 
read any women’s magazine . . . and by more men than read the 


next two weekly magazines combined. 


~~ 62 
“nar KIND OF peor® 


ust 


se 


'NTENTLY DO 


almost twice the number reached by any other magazine. There 
are also 19,000,000* families with incomes of less than $2,000, 
and of this group 3'; million read The American Weekly — more 
than twice the number reached by any other magazine. 


Make no mistake, that second group has real purchasing power, 
too. For proof, look at the fact that 12,000,000 families own 
electric refrigerators or that more than 8,000,000 automobile- 
were bought new in the last three years. Both figures far exceed 
the six million total of people with incomes of more than $2,000. 


Are they interested? 


In his survey Dr. Starch showed that in 95.6‘ of all homes where 
The American Weekly was found, this magazine was read by 
one or more adults—read from cover to cover, with an intensity 
unequaled in the publication field. 


That intensity is no accident. The American Weekly has an 
editorial formula that brackets all the basic elements of human 
interest, deals with real facts about real people—their loves and 
hates, fears and ambitions — history, archeology, religion, science, 
invention, medicine, love and romance. 


It’s a fact! 


And considering that The American Weekly provides a color 
page twice as big as any other magazine at a cost less than ', cent 


per family reached, this fact stands out: 


When The American Weekly talks 


What kind of people? 


More than half of the 6.050,000* ‘er, 
non-relief families throughout the 
rountry with incomes of more than 
*2.000. read The American Weekly 


by more than 


SE. . . ’ 
owes Cock-A-Doodle-Doo: 
Orders secured during April for color pages. less than color 
pege units end black and white advertising — for publics 
tion in The American Weekly during 1940 — exceeded 


the volume secured in April, 1999 


2% 


double action, it’s talking circulation, 


market coverage, readership and 
page-size—not one, but all of these fac- 
tors—and that makes its claim a fact! 


~ Som retort | camabeee Umty 


EAMERICAN 


Greatest 
Circulation 


in the World 


\VZEEKLY 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices; Pamoune Bune. Crrcaco 


Heaner Bunce. San Faascasco Guerewar 


5 Woevrneor Sousne, Boeros 


Morons Bive Derrorr 


Amam Buoc. St. Lown Exssos Bunce. Loe Anco 


Hasss Bioc. Crsverane TO Manverts Sr. Arvawrs 


The SOCIAL REGISTER 
of AMERICAN BUSINESS 


4 partial list of Important Advertusers in The American W eekly 
during 1918, 1939 and 1940 


AU Spark Plug Co 
American Cranberry Exchange 
American Tobacco Co., The 
Aimer Turpentine Farmers Asen 
Anheuser-Busch, In 
Armour & Company 
Axton-Fisher Tobacco Co 
Babbitt, Inc. B. T 
Baver & Bla k 
Borden Co., The 
Bourjois Sales Corp 
Bristol-Myers Co 
Brown & Williamson Tobacco ¢ orp 
California Fruit Growers Exch. 
Califorma Packing Corp. 
California Walnut Growers Assn 
Campana Sales Co 
Canned Vea Marketing Co-op. 
Champion Spark Plug Co. 
Chrysler Corporation 
Chrysler 
Dodge Bros 
Ply mouth 
Clorox Chemical Co 
Coca-Cola ¢ ompany, The 
Colgate-Palmolive-Peet Co. 
Cashmere Bouquet 
Concentrated Super Suds 
Halo Shampoo 
Palmolive Soap 
Corn Products Refining Co. 
Cormng Glass Works 
Cream of Wheat Corp. 
Cudahy Packing Co 
Davis Company, R. B. 
Dearborn Supply Company 
Demuth & Co., Wm 
Drackett Products Co ° The 
Edison General Electric Appliance 
Company, Inc 
Elgin National Watch Co 
Enna Jettick Shoes, Inc 
Federal Life & Casualty Company 
Fitch Co., The F. W 
Florida Citrus Commission 
Ford Motor ¢ ompany 
Franco-American Spaghetti 
Frank & Co., Inc. S. M 
Frigidaire Corporation 
General Electric Co. 
General Foods Corp. 
Jell-O 
Minute Tapio« a 
General Mills, lac. 
Bisquick 
Gold Medal Flour 
Kix 
General Motors Corp. 
Buick 
Chevrolet 
Fisher Body 
Oldsmobile 
Pontiac 
Glover Co., Ine., H. Clay 
Goldman, Mary T., ¢ ompany 
Great Atlantic & Pacific Tea Co. 
Hecker Products Corp. 
Hubinger Co., The 
Hormel! & Co., Geo. A 
Hudson Motor Car Company 
Hygeia Nursing Bottle Co., In 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co 
lodent Chemical Co. 
Jergens Co., The Andrew 
Johnson & Johnson 
Johnson, 5S. C., & Son, Ine 
Kellogg Company 
All-Bran—Corn Flakes 
Pep—Rice Krispies 


Kraft Cheese Company 
Kraft Cheeses 
Miracle Whip Salad Dressing 
Lady Esther Company 
Lambert Pharmacal Co. 
Lamont, Corliss & Co 
Danya Hand Lotion 
Nestle's Cocoa and Chocolate 
Pond’s Face Creams and Powder 
Lane Bryant 
Lever Bros, Co, 
Lux Soap and Flakes 
Lifebuoy——Rinso—Spry 
Libby, McNeill & Libby 
Liggett & Myers Tobacco Co 
Literary Guild of America, ln 
Lorillard Co., Inc., P. 
Maiden Form Brassiere Co., ln 
Manhattan Soap Co., Inc, 
Maybelline Co., The 
Mentholatum ompany 
Metropolitan Life Insurance Co 
National Biscuit Co 
National Radio Institute 
Norge Division, Borg-Warner Corp 
Norwich Pharmacal Co., The 
Noxzema Chemical Co 
Ontario Travel & Publicity Bureau 
Pabst-ett Corporation 
Pan American Coffee Bureau 
Paramount Pictures Corp 
Park & Tilford 
Parker Pen Co., The 
Penick & Ford (Ltd.) In 
Pepsodent Co., The 
Perfection Stove Company 
Plough, Ine. 
Potter Drug & Chemical Corp 
Procter & Gamble Co., The 
Drene—Ilvory Soap— Teel 
Prudential Insurance Company 
(Quaker Oats Company, The 
Ralston Purina Co. 
Resinol Chemical Co. 
Reynolds Tobacco Company, K. J 
Royal Lace Paper Works, Inc 
Royal Typewriter Company, Inc 
Schering Corp. 
Schick Dry Shaver, In 
Scholl Mfg. Company 
Scott Paper Company 
Sheaffer Pen Co., W. A 
Simoniz Company 
Smith Brothers 
Smith & Corona Typewriters, Ine 
Solo Products ( orp 
Standard Brands, Inc 
Chase & Sanborn Coffer 
b heise hmann's Yeast 
Royal Baking Powder 
Royal Gelatin and Dessext 
Sterling Products, In 
Swift & Company 
Tea Bureau, Inc 
Tide Water Associated Oil ¢ 
Union Oil Co. of California 
United Artists Corp 
Lonited States Rubber Co 
Van ( amp Sea Food Company In 
Wander Co., The 
Warner Bros. Pictures, In 
Warren Corp., Northam 
Cutex— Odorone 
Weeo Products Company 
Wesson Oi! & Snowdrilt Sales (: 
Western Auto Supply Ce 
Wise & Co., William H 
Welter Ca. Wa. hs 
Young, Inc. W. F 
Ziramerman, Charles t 


What $18,000 buys 
in The American Weekly 


A full page in color more than twice the size of any other magazine 


page in the world 


reaching more than 6.500.000 families, through 


21 great Sunday newspapers, at a cost of lew than §, cent per famils 


the attention of the entire family instead of a single buying factor 
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ADVERTISING AGE — 
Mountain Comes |facturers strive valiantly year in|ago. These vehicles, incidentally, FOR 20 MULE TEAM 


fo 20-Mule Team 


in Form of Movie 


Borax Gets Real Adver- 
tising Break from New 
M-G-M Picture 


New York, May 2.—The pleasant 
experience of seeing its famous 
trademark emblazoned across movie 
screens from coast to coast and in 
several hundred thousands of dol- 
lars worth of newspaper, magazine 
and outdoor space, is the promo- 
tional plum that will fall into the 
lap of Pacific Coast Borax Company 
beginning next week, when Metro- 
Goldwyn-Mayer Pictures releases 
“20-Mule Team,” a full-length 
Western thriller starring Wallace 
Beery. 

From an advertising viewpoint the 
picture will be unique in at least 
two respects: first, this is believed 
to be the first time a nationally 
advertised product has served as the 


and year out to push their products | 
into the kleig lights, the initiative | 
for this picture came from M-G-M, 
with Pacific Coast Borax Company 
only a casual participant in the pro- 
duction. 


Publishers Concerned 


Still another sidelight on the pro- 
duction was noted at last week’s 
newspaper publishers’ meeting here, 
when concern was expressed over 
the use of a brand name as the title 
of a film. The chief problem seemed | 
to be whether or not this factor 
should in any way affect the treat- 
ment of newspaper publicity for the 
film. It was generally expected that 
the subject would come to the fore 
in connection with the annual report 
of the ANPA motion picture com- 
mittee headed by Col. Frank Knox | 
of the Chicago Daily News. The | 
issue did not come up on the con-| 
vention floor, however, and instead | 
of presenting its report the commit- | 
tee decided to mail it directly to | 
members. 

Although Pacific Coast Borax 
Company granted M-G-M permis-| 
sion for the use of the brand name, | 
the advertiser’s actual participation 
in the film’s production was limited 
to making available some of the| 


title for a non-commercial feature | original wagons used to haul borax 


film; and second, although 


manu-|out of Death Valley about 50 years 


represented a milestone for the 
borax industry since transportation 
over the difficult desert terrain was 
a problem of major importance in 
the 1890’s. The wagons were of 10- 
ton capacity and the train drawn 
by the 20 mules consisted of two 
borax wagons and a water tank. 

Actual location shooting was done 
at the lowest point on the American 
continent, Death Valley being 27 
feet below sea level. Aside from 
insuring the accuracy of the locale, 
Pacific Coast Borax Company also 
derived the benefit of having the 
M-G-M players as paying guests in | 
the swank hotel operated by the| 
advertiser. Expenses covering the 
Death Valley sequences were ap-| 
proximately $9,000 a day for about 
20 days. 


Elaborate Ballyhoo 


By the time the new film is re- | 
leased for initial showings, an elabo- 
rate ballyhoo campaign will have} 
hailed the picture’s advent from | 
coast to coast. Feature of the ex-| 
ploitation drive, which is affording | 
Pacific Coast Borax Company ex- 
cellent local tie-up opportunities, is | 
a cross-country tour of two of the) 
original Death Valley borax wagons | 
drawn by a team of 20 mules. Thir- | 


ty-seven cities will have been cov-'! 


;ered by the middle of May, following 


This is 


$$$ You 


at home 


$$$ 


$$$ 


advertising programs 


can get 


vertising inve 


are 39 to 88 per cent home-read 
exception, The Wall Street Journal. 


as 8&6 per ce 


| 
| 


anything management 


executives buy. 


more out of your ad- 


stment in publications they read | 
more oul of your salesmen's calls 


by merchandising your story in ollices. 


ciates, takes action. 


with 


nt of its subscribers read it in 


their offices at their desks. 


is the world’s most economical way ol reach- 
ing active management-executives of —com- 
panies with assets of over $1,000,000. 


WALL STREET JOURNAL 
kee ae a 


MANAGEMENT 
EXECUTIVES | 


» . 


at point of sale 


| 


a suggestion to sellers of raw = ma-| 


terials, factory or office equipment, insurance, | The picture will also be promoted | Topeka Daily Capital, in charge 


| 
7:30 p. m. and from 9:30 a. m. to 
Leading national executive-publications | 
_jand Jack Hubbard is local manager 
One | of WATW. 

As many | 


Returns to Trade Papers ( . 

| 

| Canadian Motor Lamp Company, S 

Ltd., Windsor, Ont., has returned 

to the business paper field with an- ( 


On top of that, The Wall Street Journal |nouncements _ of 


NO DEARTH OF PROMOTION 


~ mn . ~ 


* od aad 


PR 


ue ee > 


Two views of the promotional procession for M-G-M's "20 Mule Team" parading 

through St. Louis streets, with original equipment provided by Pacific Coast 

Borax Company, which is getting thousands of dollars worth of free advertising 
and publicity out of the picture. 


which the wagons will come to rest 4 
at the New York World’s Fair. Promotion for Capper 
Pacific Coast Borax Company has | Capper Publications, Inc., Tope wy 
furnished dealers with point-of-sale | Kans., has organized a general pro- 
; ; : “S| motion department with F. L. Fer- 
promotion material for local tie-ups. | ris) promotion manager of the 
in grocery trade papers and on the| The work will be extended to all 
“Death Valley Days” program spon-|Capper Publications, two radio sta- 
sored by the company Saturday | tions and branch offices. 
nights over the NBC Red network. | siete. ak 2 
McCann-Erickson is the agency. Made News Directors 
———— Reagan Hurt, 


business managt 

and Raymond Dixon, advertising 
director of the News, Paris, Tex., 
Michigan-Wisconsin | have been elected to the board of 
Mr. Hurt becomes treas- 


WATW in Debut 
The Upper 
Broadcasting Company, Inc., opera- | directors. 


| tor of station WJMS, Ironwood, |urer and business manager and M: 
$$$ The office is where your prospect as-|Mich., started broadcasting May 1] Dixon is vice-president and adver- 
, . : : “ lover WATW, its new station at|tising director. 
sembles further facets, talks with his asso-|Ashland, Wis. The station will be -—— 


on the air daily from 7 a. m. to 


Renault Names Gray 

Renault Wines, Inc., Egg Harbor, 
N. J., has appointed Jerome B ( 
Gray, Inc., Philadelphia, to handle 
its advertising. 


6 p. m. on Sundays. N. C. Ruddell 
is general manager of both stations | 


auxiliary head CONGRATULATIONS is used by 
llamps, a new product. Walsh Ad- mothers as an authoritative guide | 
| vertising Company, Windsor, is the in selecting the best products for 
agency their babies. | 


UNDERWOOD & UNDERWOOD 


319 E. 44th ST., N. Y.C. 241 E. ONTARIO ST., CHICAGO 
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“LISTEN, SOURPUSS!" 


Mo" PEOPLE are too scared of our boss to dis- 
agree with him, and the people who are usually 
most scared of him are space salesmen. 


But the other day some fresh bird selling “novelty 
ads” lost his temper and pitched into the old walrus. 


“Listen, sourpuss,” he said—we were all listening 
outside the office door—“You’re so narrow-minded 
you’d cut yourself with even a dull idea!” 


Well, we were just fixing to call the ambulance. But 
doggone if the old man didn’t soften right up. Just as 
kindly and pleasant as you could dream, he explained 
his position. 


He said he only had a modest advertising appropria- 


tion, so every dollar had to be laid on rock bottom. 


“Long experience shows that the women of the coun- 
try are your soundest, steadiest advertising invest- 
ment,” he said. “Women do at least four-fifths of the 


buying! So my basic market isa block of buying women. 


“Good Housekeeping’s two-million-two regular sub- 
scribers—not to mention that other couple of million 
who finally read each issue —the other good books’ other 
good millions—brother, that’s a market! 


“When you can show me a better market than that 
—come back.” 


When last seen, the “novelty-ad” salesman was in con- 


ference with a little man who wasn’t there. 


ood Housekeeping 


(You can move your display right into 
these buying homes—less than a nickel buys 
a dozen full-color pages!) 
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ADVERTISING AGE 


Conference Told 
Broad Sweep 


of Premium Use 


Good Alike for Large 
and Small, Speakers Em- 
phasize 


Chicago, April 30. Premiums 
were surveyed from every view- 


point today at a round table session 
held by the Premium Advertising 
Association of America as a feature 
of the tenth annual premium ex- 
position at the Palmer House. After 
Lyndon O. Brown, research direc- 
tor of Lord & Thomas, Chicago, had 
told of the unremitting search con- 
ducted by large advertisers to de- 
termine the pulling power of pre- 
miums, Charles H. Lehr, Chicago 
sales promotion counselor, asserted 
that premiums are even more use- 


ful to the small manufacturer 
unable to indulge in elaborate cam- 
paigns. W. J. Jost, Blackett- 
Sample - Hummert, Inc., Chicago, 


told of the agency viewpoint on 
premiums, and Roy Belnap, of Bel- 


neta me % 
nap and Thompson, Inc., Chicago, | pany found the gift of a pencil with|be appropriate to the product to 


discussed the use of higher priced 
gifts to energize sales departments. 


Threat in Legislation 


M. H. Richards, of Colgate-Palm- 
olive-Peet Company, Jersey City, 
who presided as vice-president of 
the Premium Advertising Associa- 
tion, read a letter from the organ- 
ization’s counsel, Charles Wesley 
Dunn, in which he pointed out that 
retailers’ new penchant for con- 
founding competition by legisla- 


jeach one-pound package equally 
'efficacious as mothers were prepar- 
‘ing their offspring for the fall school 
term. 


Trade Likes Premiums 


| “Jobbers’ salesmen _ ordinarily 
lhave 600 or 700 products on their 
jlist,” said Mr. Lehr. “They will 
| talk about the ones which provide 
jsome new angle, and the salesmen 

have difficulty in finding 


| usually 
something new to discuss. When a 


tion, such as loss leader laws, has |premium makes its debut with one 
hundreds of items, the en- 
Mississippi, ithusiasm of the harassed salesman ;or when the reverse took place. 
is something | 


created a serious threat to users of | of these 
premiums. Montana, 
Wisconsin and California are pres- 


is unbounded. Here 


ent danger points which the as-|new with a vengeance and he takes 
sociation is watching closely. The|full advantage of the opportunity. 
Mississippi trading stamp law has 


been appealed to the state supreme | premium: 
court, which is expected to rule|those’ distributing 
shortly on the validity of a tax on|channels, 
manufacturers using premium cou-|asset to 
pons. California is seeking to im- 
pose a use tax on premiums. 

Mr. Lehr referred to Mr. Brown’s | 
address as “a postgraduate course,” 
and said that use of premiums by 
small manufacturers can be _ pre- 
sented in much simpler terms. The 
Cracker Jack Company, for instance, 
gave sales a strong filip merely 
by offering a comic valentine with 
each package just before Valentine 
Day. 


through 
but it is a 


the manufacturer, 


tect some flaws in the offer.” 


advance, and since as 


premium, the testing 


insurance. The first 


The Angelus Campfire Com- | 0) 


>|author of 


|The reaction of jobbers’ salesmen to | analyzed its contents. 


even 
though experts may be able to de- 


Mr. Jost said that premium cam- 
paigns are often prepared a year in 
much as 
$600,000 may be invested in a single 
which Mr. 
Brown discussed in detail is cheap | said, and accordingly 61 per cent of 
requirement | the 
for a premium is that it fit the par- | 
ticular audience of a radio program |Eight per cent cost less than $1; 16 
i) magazine; the second, that it| per cent, $1.50 to $2; 27 per cent, 


PLAY BALL! 


“OPENING DAY“ is o big 
event in Portland which led 
all other Pacific Coast cities in 
number of paid admissions to 
the opening game. And no 
wonder, for since 1933, Rollie 
Trvitt's vivid, play-by-play 
reports have been brought to 
Pacific Northwest radio listen- 
ers over KEX. This, plus the 
year-round high-spotting of 
major sports events has built 
a large and loyal following 
for this station. Want to boost 
“box-office figures’ on the 
sale of your product to a new 
high? USE KEX' 


Batting hands of 


JOHNNY FREDERICK 
Player- Manager 


Portland Beavers 


good hands! 


KGW was established in 1922 and from 


W. CAREY JENNINGS 
Monager KGW-KEX 


the beginning has been owned and op- 
erated by the Oregonian. Since 1933 KEX 


has enjoyed the same advantage. This is 


no mere affiliation, made for reciprocal PAUL H. CONNET 


publicity purposes, but outright owner- aaa * scagaiall 
ship and active participation in manage- 
ment. You can buy time on KGW or KEX 


with full confidence that these stations 


adhere strictly to published rates. You 4. 0. COX 


Program Director 


can rest assured that production details 


will be smoothly handled, that pickup and 
transmission will be of highest quality. 


In other words, your broadcasting ex- 


penditure on KGW or KEX is “in good 
HARRY SINGLETON 


hands“ from start to finish. Chief Engineer 


NBC RED 


EDWARD PETRY & COMPANY, 


B20 KG voce wares wares 


RADIO STATIONS OF THE 


PORTLAND » OREGON 


1160 KG connmcous 


REPRESENTATIVES: 
INC. 


WEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


NBC BLUE 


some extent, at least. A premium 

|which is easy to describe and illus- 

'trate has obvious advantages. 
Concerned Over Salesmen 


Mr. Jost described his agency as 
being enthusiastic over the use of 
premiums and constantly on the 
lookout for those which will help 
|the business of clients. He suggested 
‘that premium manufacturers 
larrange a 50-50 plan which will 
enable a salesman presenting a pre- 
,mium to the agency to get credit, 
even though the actual order might 


|come from a client in a distant city, 


Mr. Belnap, whose company is 
the well-known “Push 
Book,” offering prizes to salesmen, 


Virtually all 


is often overlooked by | of these awards are nationally ad- 
these 
tremendous 


vertised, he said. Of the 1,000 
prizes listed, no less than 500 are 


for the home, 340 are for the sales- 
men, 100 for their wives and 60 
for children. This allocation is 


based on 12 years’ experience with 
the use of premiums for salesmen. 

The average winnings of salesmen 
in company contests are between 
eight and ten dollars, Mr. Belnap 


prizes offered in the “Push 
300k” are priced at from $1 to $10. 


| $2.50 to $5; 23 per cent, $5 to $10, | 


jand 15 per cent, $10 to $100. 
Impetus of Hobbies 


| The “Push Book” was given new | 


|interest by tying its prizes up with 
hobbies, since Belnap & Thompson 
discovered that one out of every 
two men in this country has a 
hobby The company capitalized 
on this discovery in negotiating 
with George Petty for a _ cover 


painting for the “Push Book.” Mr. 
Petty manifested great lassitude 


until Mr. Belnap mentioned big 
game hunting, whereupon the illus- 


trator appeared in his office in a 
few minutes. 
Mr. Brown, who initiated the 


meeting with one of his sparkling 
addresses on research as related to 
the use of premiums, said _ that 
while three methods are in general 
use, a combination of the three is 
most illuminating. The list em- 
braces store testing, split-run copy 
itesting in newspapers and = con- 
sumer surveys. Mr. Brown ridiculed 
advertisers who lay such emphasis 
on the confidential nature of their 
|business that they are inclined to 
j}use the third method only. 

“The companies which are mov- 
ing the fastest in the direction of 
handsome net profit are the ones 
| who are testing all the time and not 
worrying about their competitors,” 
lhe said. 


it appears certain that those who 
'emulate the leader in a field will 
copy his mistakes as well as his 


good guesses.” 
Wording Is Important 
Saying that 300 or even 200 in- 
terviews are enough in this age of 


scientific selection of samples, Mr. 
Brown reiterated previous 


“This makes sense because | 


warn- |! 


LT | 
— 


ings about attempting to do the im. 
possible in a consumer survey. Syc} 
questions as “What value woulg 
you place on this premium?” a; 
likely to result in a completely er. 
roneous estimate of the situation 
he said. A simple choice betweey 
premiums is usually wiser, from 
the viewpoint of the advertise; 
though some valuable informatio) 
can be obtained by watching th, 
variations in reaction between dif. 
ferent types of consumers, and }, 
noting the kinds attracted by dig. 
ferent kinds of gifts. 

Usually, he continued, the righ; 
premium is the one that will crack 
ja tough market—accomplish a par- 
ticular job. He said that the big. 
gest mistake usually made in con. 
sumer surveys is ignoring the farn 
and small town market. Geograph- 
ical variations are important, whi); 
seasonal factors also should not be 
overlooked. 

Mr. Brown urged his audience to 
remember the limitations of test. 
ing, asserting that creative ingeny- 
ity is usually the big thing in any 
form of advertising, but that some 
check on genius is necessary. 


Admen Waver from 
Fundamentals Too 
Much, Says Parlin 


Chicago, May 2.— Advertising 
i'men fall for “Orphan Annie’ ideas 
| just as in the past they fell for “Or- 
|phan Annie” cars, said Charles C 
| Parlin, dean of research men and 
| former director of research of Cur- 
| tis Publishing Company, in address- 
ing the Chicago Federated Adver- 
| tising Club today. 

“Advertising men,” he continued, 
“are easy marks for the ‘hot stuff 
which comes right off the griddle 
with such great regularity. New 
gadgets are thus permitted to take 
the place of the sound and funda- 
mental advertising ideas on which 


solid advertising successes are 
built.” 

Mr. Parlin said that most criti- 
cisms of advertising deserve very 
little attention, disposing of the 
suggestion that advertising builds 
monopoly by pointing to the suc- 


cess of Chrysler in what was con- 
sidered to be an impregnable tield 
He said that he opposes the es- 
tablishment of government grades 
| for food and drugs not only because 
) it would tend to lower quality, but 
| Bocas enforcement would 
a horde of bureaucrats. 


: 


| 


Blevin Joins Borrelli 


| James C. Blevin, with N. W. Aye 
& Son, Inc., for many years, has 
joined the Borrelli Company, Phila- 
jdelphia, as chief of service 


Congest Dorion 


Each year CONGRATULATIONS 
will award $1,000 to one of those 
hospitals participating in its di: 
tribution. 


creale 


(FACT S$ Aso uU 


IN 


T BALTIM OR F) 


201 different industrial 
classifications keep 
BUSINESS STEADY 


BALTIMORE 


Shrewd investors ‘“‘spread the risk’’ through diversification 


Highly 
Baltimore never on 
top; never on the bottom; 
better than 
average! According to 
SALES MANAGEMENT, 


Baltimore's index of buy- 


always 


ing power is 126 com- 
pared to a national index 
of 100. 


diversified industry 


keeps business steady 1" 


Make your advertising investment ine 
growing market. Use Baltimore's “first 
choice'’ radio station. 


WFBR 


BALTIMORE 


National Representatives 


EDWARD PETRY & COMPAN! 


* ON THE NBC 


RED NETWORK * 


‘she 
TT. =a 


+ ee ih Br y oe ze , 7%. * See, ad : « abe: oes popiaicl ‘ote wee Be 5 Wg as ae eet vee 7 
ee Ree a Site ee tos See ee ee RE, hal GA re ere eae ae 7 ae Ac. 9.» aOR at 
ae ‘ 
As | ee Ma 
> ad eC ee Se a tl a Le y 6, 1940 
roll Se Se nen nt RRR A A a 
§, ee 
ae 
i 
ee % 
ete - 
rake ® | | PT 
= ae 
: i " Po f 
~ 2 , 
Ry 
= A 
sie = 
is ————— 
a a ‘ 
7 
a6 ui ae 
+ 
. 
oe 
<a 
zl - I 
J bees 
a ae 
q 5 
. ath — Wee cc ay Py 
i. i ae . 
— ec ee ee ie 
‘ rer ia 4 woh 4 " F 2 4 ‘ 4 
: i. = i, ee : a i = - 
‘ OL et ui ee — 
Se Bo a uk _— ° + 4 P 
fa © - te * ; 
— ae) Sf oe ~~. = 
Yo — e 4 z+} 
= . +f a shat + ~ sie hind aa d “4 ail 
om r an ‘ A cote ™e ag : ras : 
ro ae een -_- 
; : ” a Pen Se ageiete oe 
-_ i i “ 
: i oe 
v ae 
5 , Ce ie 
eels ‘sata i ' 
a> or hak > a ry 
— ie | b 
" ee. o; ae 
as ae ; ee 
Ne aed Be 3 Y SS — 
ae *. fe ae , 
b ; o4 - wet i J BP 
a a. ee wy 4 ® 
* ee Bs 
: j 
+ 
: a 
ee 
ee eens . 
* rs 
‘- . 
, ‘xe 
: - Fs { | a 
om ee 3 | BE: i os 
bg ee ee 
on 
r i i —— ee 
of 
. ee pS —— 
| a 
os jae. 4 ¢ ae : F s ; 7, q pe ‘ : ‘ _ -: ig ~ : * =e ad rd ost y ae : rs ae a 
ee ees bs ace i es. ce ey ea 9 ; Ate. 2 Ar pe Meee Pet Ge ee! oars eee” eae eR ee 7 4 : Pee ache". ay 9 
Fed: . f J Tile At . os ’ age a kT >. e i es, en " Nigh Fant Saye ee J ot eS ee ‘+, : i " ay 
Sek ae ee MN og Oe, re - : a ue Pe ee Sa ee = a Ae ee ek. ee >, ae Rg EET hg, OP 


Roto Gets Readership Second Only to Page One 


Because There’s Something for Everybody in Roto Sections 


"Reapers PER DOLLAR” is here submitted as a more 
efficient yardstick to use when you buy space. 
When you apply this yardstick to newspaper 
space, ROTO must stand at the head of your list, 
because unbiased tests conducted under the 
well-known Gallup method conclusively prove 


rotogravure picture sections are second only 


fo page one in newspaper reader traffic!”* 

In rotogravure sections you can cover better 
than one out of every two homes in the nation. 
Or you can use roto’s tremendous power to 
increase sales in a single city, area or zone. With 
roto you get preferred” position, because every 


roto page is a preferred page—by newspaper 


THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPERS 
Manufactured by 
KIMBERLY-CLARK CORPORATION 
Established 1872 — Neenah, Wisconsin 


New York. 122 E. 42nd Street 


Los Angeles, 510 W. Sixth Street 


Chicago, 8 S. Michigan Avenue 


readers. With roto you get far better printing 
and reproduction. Your advertising in roto takes 
on an atmosphere of quality which naturally is 
immediately associated with your product. 
For more information, write Kimberly-Clark 
Corporation, 8 South Michigan Avenue, Chicago 
We maintain a research, service and statistical 
department for the convenience of advertisers 
and publishers. There is no charge for our help. 


*Based on a continual analysis of how 21 
different papers in 17 key cities are read 


Proof of the Power of ROTO 


Write Kimberly-Clark for free 


book on rotogravure adver- 


GALLUP Method 


proves effectiveness 


ROTO 


tising. It presents the findings of 
Gallup Method surveys, and 
other valuable information for 


advertisers and publishers. 
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.UR MONEY WITH 


Ler THE EYE-APPEAL that attracts millions and millions of readers is high-grade merchandise!’ Check your own reaction to fine roto- “— 


to newspaper rotogravure sections work for you in direct advertising, 
too! Print your brochures, circulars and catalogs in rotogravure. 
When you use rotogravure, you have command of a medium 
that commands respect. Rotogravure creates a quality atmosphere 
all its own, which the reader naturally associates with the product 


advertised. In glowing full color or rich monotone, roto says: “This 


gravure printing for proof of this statement. 

You are invited to call in a Kimberly-Clark rotogravure man for 
any help you may need in preparing material for rotogravure. There 
is no charge for this service, which is available to you at each of ou: 
offices. If you prefer, write for advice and samples of these famous 


rotogravure papers: 


Remember, paper plays a vitally important part in the effectiveness of rotogravure —choose it carefully ! 


= 4% 


Compare the nationally-accepted rotogravure papers made by Kimberly-Clark Corporation, listed 
above. They come in wanted weights and sizes to suit your requirements, to meet your budget. 


uit 


Kimberly-Clark Corporation |. 
< Established 1872 —Neenah, Wisconsin | 


New York 
122 East 42nd Street 


Chicago 
8 South Michigan Avenue 


Los Angeles 
510 West Sixth Street 
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Grocers Seek Oval Wood Dish Pushes Chrysler Announces Names LeQuatte Advances Charles Brown Bi 
del Trade L Forks and Spoons Personnel Change Virginia D tira Charles A. Brown, former]; 2 
Mo e rade aw Oval Wood Dish Cor Wendell H. Welch, fort ; ; d a kr ae = a ss 
. - Tup} er Lake. N. Y., i pre t lant direct ft service as bee! +4 : Y < writabi ‘eS Lu eimer Company, Cll eo 
in Michigan wonton apantin adel fecke > ee ot ae ee toi ro innati, has been promoted %0 fi 
ce oe eanlionggy gps ped - Sgr opr : ae inne The ac- vice-president and general man- 
ow ’ in Better Homes & Garden: f f the export divisior f ¢ sle é , en ap t A a nate ; — roe Ye is ote D : a C 
Lansing, Mich., April 30.—Pas- The Saturday Eve g Post na Corporation, succeeding F. E. Pratt adadenati,” Jone: Cl ester C ‘I eit, tre; u ‘) 
sage of a model fair trade law was business papers in the ice cr sned. W. B. Chapotor ive At gist ee { ; dd tic al & + yd 
; > ’ 1 ri | al { I taken oO! ine ac M1oOnNns tie 
urged in a resolution adopted by drug, department store, grocery and tising anager, Will now take ¢ : +, . ; of secretar 
delegates attending the convention food service fields Beginning the dire ng es 
ef the Michigan Retail Grocers and April, May and June issues, s} y tv th the resignation of rl. © ° 
Ovaat Dealers Association here last Will be used through the summer Ward Campagna Names Pepper Moss Joins WNEW Sales 
“ ek. Other resolutions passed at = . : - " cral Pensa ments ‘ae > erly Can stamford, Conn, oe J .% —nieggyn, With 
: : - : Pe aaa eteriing Beeson, im 2OICO UNaer | SUPCT VISION OF WH. & WV. Pepper, Cecil, arwick & Legler, and more 
the meeting dc manded a federal in- the account oton no Will be directed b V. I , nd recently with Henry Souvaine, 
yestigation of corporate’ chains Fry, a tant advertisins , : | os “i any Ged. Yao vt A othe oe 
wh ad ported oe scamiee Appoints Dyson : HOM p \ re LEK taff of WNEW, New York 
noeaLce ) > « es W 
controlling fresh fruit and vege- Franklin W. Dyson, foi penetra wwves “ * ee 
a ; vertising manager, A. Besh: & The Federal Communicati Food Research Moves Atlantic’’ Moves 
tables; supported the federal food * & a? ee Se tc ; 
? pli for distributing lus Company, Inc., New York, has been Comm On Has aulhorizea . ‘ Food R ila Lab to lt (tlantic Month! ha moved t 
oe ~ . pon agg tine appointed regional promotion suy nerease or WHOM, Jersey oO tory New York office from 22 Fifth ave- 
commodities to relief clients, and} ervisor of Beneficial Management from 250 watts to 1,000 watts d {ing 8-14 33 et, Long, nue to larger quarters at 6 We 
supported enactment of the Patman | Corporation, Newark, N. J nd 500 watts at , 1 ( Sth street 


chain store tax bill which would 
set up new regulation of chains 

operating in interstate commerce 
Gerrit Vander Hooning, Grand 
Rapids, president of the National 
Retail Grocers Association, address- 
ng the convention on a _ pending 
estigation by the federal Depart- 
nent of Justice of alleged chain 
monopolistic practices, said 
chain merchandise is_ not 
fered for sale on a fair competi- 
e basis, and that the evils at- 
ied to chain monopolies have 
iepressed prices to farmers and 
‘oducers, resulted in increased un- 
iployment and have tended to do 
way with competition by realizing 
ofit through unfair practices 
ich as advertising allowances and 

ecial discounts 

He declared that occupying the 
d as virtually the only centralized 
iving agencies in the fresh fruit 
d vegetable market, the corporate 
ns have been in a position to 
create market. situations which 

would react to their advantage. 
The establishment of buying 
ubsidiaries has enabled them to 
ict an additional profit through 


he collection of brokerage from 
ppers where no brokerage ser 
‘ is been given,” he said 


CHAINS NOT OPPOSED 
TO FAIR TRADE LAWS 

Lansing, Mich., April 30.—The 
chain store industry is not opposed 

iny fair trade regulations not in 
onflict with the public interest, but 
is opposed to “pressure legislation” 
designed to provide any retail group 

authority to compel the rais- 

ng of retail prices to the consuming 
iblic. Thus did W. F. Doyle, man- 

ger of the Michigan Chain Stores 
jureau here, comment on a resolu- 
ton adopted at the annual conven- 

n of the Michigan Retail Grocers 
nd Meat Dealers Association call- 
ng for enactment of a state fair 
trade practice act. 

Mr. Doyle also said that chain 
es of the nation are not opposed 
i federal monopoly investigation, 

nthe other hand, welcome any 

\ nquiry, just as they welcome 
the public hearings now being con- 
ducted in Washington on the Pat- 
n chain store tax bill. 
or several years,’ Mr. Doyle 

ntinued, “there has been talk of 

federal tax on chain stores which 
*perate In interstate commerce. Mr. 
Patman, the author, finally suc- 
feded in having a Congressional 
mmittee conduct hearings on his 
They are now under way and 
ie of the finest things that 
ppened to the chain store 
because they have pro- 
avalanche of protests from 
labor organizations, fruit 
etable growers and disinter- 
ersons including large con- 
mer groups, who insist that chain 
erve a worthy purpose.” 


‘ 


F 


Elect Kerr President 
. D. Kerr, former vice-president 


general manager of American 


Growers, Inc., Pittsburgh, has 

wer ected president and chair- 

fh of the board, succeeding J. S 

, Utchtield, chairman, and W. H 

Bs president, who have resigned 

fir administrative posts but will 
tions on the board 


Sullivan Joins Byrne 


5 
,~aniel F. Sullivan has withdrawn 
1 «6Sullivan Brothers, Lowell, 
io nting concern, to become | 
— manager and treasurer of 
“yt 4 


~, Advertising Agency, w! 
tablished in Boston 


Ge 


We were all there together 
ecause we had all 


-alf PROM (CLR TTER tO THE CLEVELAND PRESS Ie 


, 
Wi WORK five days in the week that we 
inay play on the week-end. We work fifts 
weeks in the year that we may play two. And 


the only truly satisfying play of a surprisingly 


ae) 


, large number of adults is with rod and gun 


Phere is a primitive urge for the chase that 
MORRIS ACKERMAN does not like to be called a 
“rod and gun” editor. For most rod and gun 


men are amateurs whose real business may be 


’ must be gratified—else civilization becomes 
unendurable 


running a drug store. Ack is a professional who \ wise new Spaper recognizes this need, 


4 " 
munts, fishes, and writes, and does no ols : 
ré d nothing else. appreciates its escapr valuc, understands its 


HE IS KNOWN all over the United States as the 
vuthoritative editor and publisher of “Acker- ; 
mans Guide.” He knows, as few sportsmen Lions. SO a Wise 1 ales a ee lends aid: and 
know, practically every waterway and hunting encouragement through its rod and gun 
ground on the continent. He knows Alaska, the 
Yukon, Labrador, other parts of Canada, New- ; 
foundland, Mexico and the West Indies. He Cleveland Press that if a job is worth doing 
conducted the hunting and fishing survey of at all it is worth doing well; that a ubj ct 
Vewfoundland and Labrador for the Canadian 
Pacific Railway 


function as a salets valve for pent-up emo 


editor. It is a fundamental belief of The 


y that cle scTves any pre CIOUS citorial space cle 
serves enough space to treat it adequately 
HE HAS BEEN “Where to go editor” for Outdoor i , . 
: k So The Press eneaged Morris Ackerman 
Recreation, Forest and Stream, Outdoor Amer- 
, and Sportsman's Digest. He is President 
Emeritus of the Outdoor Writers Association 
of America 


MORE THAN one hundred outdoor clubs in 
Cleveland have been fathered by Ack, and de- 
votees of rifle, trap, and pistol shooting, fly 


casters, archers, and fanciers of hunting dogs 
, 


\ SCRIPPS-HO 


asked Ack” 


and gave him his head. Nationally the best 
known and most authoritative expert on 
hunting and fishing, he has been given a 
chance to speak his mind without hedging, 
without pulling his punches. 

In his daily column, “Ask Ack,” he tells 
where the fish are biting, where the birds are 
flying, the tackle, bait, and equipment to be 
used. He answers questions from his know! 
cdge, not just on information and belief. He 
can boast of the strongest following and the 
most complete acceptance of any depart 
ment in The Cleveland Press 

The Press helps Cleveland in its play as x4 
in its work, in its escape as well as in facing 
the actualities of everyday life. It all con 
tributes to The Press's amazing Power— 


power to do good: power to rove goods. 


WARD NEWSPAPER 


have been organized through his efforts. The 
Casting Platform at Rockefeller Park—school 
half a dozen world champions—is his monu 


ment MEMBER OF THE UNITED PRESS OF THE AUDIT BUREAT 


NATIONAL ADVERTISING DEPARTMENT OF S36 


Chicago San Francisco 


RIPPS-HOWARD NEWSPAPERS, 250 PARK AVE... NEW YORK 
Memphis Detroit Philadelphia 


OF CIRCULATIONS AND OF MEDIA RECORDS, ING 
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Users Make Best : leVisiIon und NIKINg, a % ol in } The 1 VA | is are ~ ent ou 1o! 10Cal Servel Cooperates 
eresting facts contributed by read- ‘ p ous tna ; ZI f plat 1 ts purpose is to estab- s 
ers, a page ot testimon als, a tory and wearing soon becoines ‘second lis} A cousticon representatives a in P & G Contest 
' ' on the development of Dictograph, nature You will be amazed t earing experts, and to remind the Servel, Inc., is cooperating 
three page of Aco licor dvert - find your deafness wa YY re notice d-ot-he ring where t ir r Procter & Gamble Company fo 
. t-nearing where o turn fo! third es sieges ta : 
ng and one of Dictograph ce u- able before you wore ar coustice tance urd successive yeal in a P & 
cation syste d essage tha: th one ; 7 soap campaign in which 360 S 
s - ‘ : a is Aang poe a ; oes : Senk Medic: —— refrigerators and $21,000 i: 
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motional activities, “once you sell a 
hearing aid, your work begins.”’ 

Miss Wagner explained that nine 
out of ten deafened people are prej- 
udiced against “wearing a gadget,” 
and that the best way of overcoming 
this is to do everything possible to 
insure that users are satisfied so 
that they will recommend Acousti- 
their friends among. the 
hard-of-hearing. 

Although all merchandiser 
that the best “leads”? come from sat 
isfied customers, their value is mul 
tiplied in the hearing aid field 
deafened people cling to- 
gether and because the 
relatively limited 


con to 


knov 


because 


market i 


Must Break Down Prejudices 


Miss Wagner pointed out that the 
hearing aid field is faced with the 
ame problem today that confronted 
the makers of eye glasses many 
years ago. Just as most people used 
to be prejudiced against wearing 
glasses, most people are still preju- 
diced against wearing a hearing aid 

Because of the fact that the mar- 
ket is limited to four or five per cent 
of the population, and because most 
of the people who are prospect: 
would rather get along the best they 
can without remedying their im- 
paired hearing with a mechanical 
device, an unusual promotion tech- 
nique 1s necessary. 


Acousticon uses direct mail and 
local newspaper advertising Na- 
tional magazines have been used 


but found profitable only for an in- 
titutional message. The prospect 
list to which mail is addressed con- 
sists of 300,000 names and many of 
them are already customers. 

Acousticon’s most recent mail ef- 
fort consisted of sending 200,000 
people a copy of “Your Magazine,” 
a quarterly publication devoted 
more to articles and features on 
subjects in which the deafened are 
interested than to promotion for the 
company’s products. 


Much Miscellaneous Material 


issue, for ex 
ample, lead article on 
hobbies, a page of recipes, anothe 
on gardening, feature stores on 


The Spring, 1940, 
contains a 


Advertisement) 


Blue Business Booms 

in the Spring! 

matter of fact, according 
NBC slue Netwoi 
Radio City, busi 
quit 


As «i 
eports from 
headquarte! n 
ness has been booming fo 


while 


Latest figuré show that advertise: 
have found the Blue so productive 
they invested 12.8 per cent more in 
this network during the first quar- 
ter of 1940 than in the comparable 
period last year. 


The number of new Blue Booste1 
grows with each new sponsor. And 
the new sponsors are coming along 
fast. Most recent are 20 Mule Team 


Borax, Anacin, Kolynos, Old Eng 
lish Floor Wax, Ironized Yeast, 
Camel Cigarettes, Twenty Gran 


and Spud Cigarettes and the Gris- 
wold Manufacturing Company 


Sales begin where the Blue begin 
and you will be amazed at th: 
ow cost! 


says ROY 


“W ise 


re 


lo do a national 


muter Ed Hitz. 


any advertising medium 


advertisers are 


advertising job on the Blue!” 


WITMER, 


NBC vice president 


Executives of Canada Dry, Adam Hats. 
Andrew Jergens Co. and many other 
top-notch Blue Boosters agree... the 
Blue provides “Money Market” cover- 
age at a low national cost no other 


medium can match! 


Coming down on the train the other morning. 


Roy Witmer was chinning with fellow-com- 


who assists himat NBC. You 


know, Ed.” he said, TL hear more and more nice 
things about the Blue Network every day. 
Advertisers using it are really Blue Boosters. 

Right, Mr. Witmer! Smart advertising men 
who buy radio to make sales know the Blue ts 
an outstanding buy. And while that’s impor- 
tant to us, it’s even more important to vou. 
Because their opinion stems from increased 
product profits and sales. 

These canny buyers of advertising know 
from practical experience that it doesn’t tak 
it iillions dollars lo dou national selling Jol on 
the Blue. They discovered the Blue’s Mone) 


NMlarket™ coverage came at the lowest cost o! 


something no buye! 


should overlook ! 

There are 45 advertisers who are taking ad- 
vantage of the low-cost selling advantages ! 
the Blue. They 


vertising buy. [ts low national cost, the resu!! 


‘Il tell vou it’s 1940's best ae 


‘| 
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May 6, 1940 ~ ADVERTISING AGE 
“on F e covers, the nook is om uli ue d r nt f = ng | om New York gees Starts Poster Stamps ‘ 
Massachusetis ae he & ee eign ees idee es ee Philadelphia Affiliate 


‘ 7 
oe to Aid Oklah 1 
t ¢ I } +] ? ret ] ' ts ; 1035-37 l MecNevin, Edn Muna I ©] 1 a omda my 
carrying the inscription, in blue ink, industrial plant i \s cr a 4 “pe RE , : 
. “An Open Book,” this being the while the nation as a whol a ne on a. hi _ “yr Tourist Drive 5 
Nemours & Co., Leomins ve r, Mass n f its leading industri iti- 


. , Oklahoma City, May 2 Postez 
organ ad ee et acer ll -Mi . non gy at nie renters s 
laatin : ine. hea’ } ae ee ns cluding ich huge ad 1 << : 4 vtiains A, cy t 142 stamps will fill a double purpose in 
. ' Lf A plastic binding, heavy paper by zens, inclu Nevin Advertising Agency a : 
with pen 00 Rising Paper Company, and striking ers as Gillette Safety R ‘or > | Chectnit etrent 103) Ni 


tnut street, Philadelphia 


the projected tourist campaign of 
design by Alcott, Thoner & Marsh, pa Kendall Mills, Lever Broth MecNevin will act as president of the Oklahoma travel Associati¢ D, 
} : Islington. Mass., also help the book Company. Lydia E. Pinkham Com he Philadelphi office, while con Which not only vpn = nance 
Boston, May 1.—Even in the flood rag it nee competition pany, Pro-phy-lac-tic Brush Com- tinuing as vice-president of the New | much of its activ ity with them, but 
sales promotion being issued by conquet pany. W. F. Young. Inc.. and ma York agency oe also expects to create interest in the 
various states in their quest for Center of Prosperity others account Z "sa ae a "Pack not leading tourist attractions of thi 
sts and new industries, “The ; } Por The volume carries a_ preface @@'] 'R Ne sas Cosas and “tl e | State. : 
- ts Concerning Industrial Advan- It is crammed with infol mation sini tas Cetin Th Balen’ 4! ielphi: . setuetrint ‘dis tsinn of The association is getting eady 
Fé in Massachusetts,” just being | that would be required by an; pia second introduction by Powel] val ap —yondlls Mfe "Ce bean 'to print stamps portraying 50 points 
buted by the Massachusetts manufacturer thinking of earn ing O1 M ‘aie . ehaleman of the Mase : sins of interest in Oklahoma, which will 
Development and Industrial Com- |establishing a new a, ep a chusetts Development and Indu |be sold to local chambers of com- 
t -sion after a six months’ survey | page is enough to make the mouth trial Commission Eaton Paper to Grey merce for distribution to merchant 
llaboration with the Associated | water. The book reports that not "Ph! . ate Samos Coreseuticn ttn. Aim aliens groups at one-half cent 
industries of Massachusetts, will | only is Massachusetts rich and pros- |. Mass. has appoint 4 Grey Jeach. The merchants are supposed 
sain attention. The commission is|perous in its own right, — within Knapp- Monarch Appoints Advertising Agency, New York, to/to use them on letters and litera- 
oe the services of messenger|a 500-mile radius boasts 38.7 pel Kna pp- Monarch Company, St. handle promotion of its stationery tur¢ 
nave if many centers to deliver the|cent of the country’s population, Louis, has appointed Cramer-Kras- Advertising in = en During the touring season the 
i al and thus emphasize its im- | 48.9 per cent of all manufacturing selt Company, Milw: ukec . to handle will supplement retail nee ei stamps will fulfill another function. 
vi eta. plants, 54.2 per ce nt of industrial jtc adve rtising. A. J at rm a ia : v ow Saeee 7 ‘ pv sapen ted | A souvenir booklet containing 
Physically. as well as because of salaries and wages, 63.3 per cent Of president of the agency, v andl Vore a A, i ni strip map showing points of inter- 
ae of facts packed between income tax payments and 70.4 per the account. ager est along all major highways in the 


state will be printed, and alongside 
the map will be places for the 
appropriate poster stamps to be 
added 

The souvenir booklets will b 
given to tourists, who wil ine 


encouraged to fill in the blanks wit 
thre correct) poster amp a 1 
el throughout the state 


spreading the word... Hawaii to Stress 
Status as Part 
of United States 


& * ‘ arr Fee Oe ee i ee Honolulu, T. H., May 1.—As a re 

These cheery smiles belong to J. M. Mathes, head of Canada ' ry ~ ee ult of the sanguinary conflict taking 

Milton Cross, NBC Announcer: Major Lenox Lohr, NBC President, and Roy W place in Europe, the Hawaii Tourist 

; ‘ *s : Fe ‘ cide ) > 

Vloore. Canada Drs President Mr Moore, Whose ( aniada Dry —— pions be A: oa ae ae ho 

Please’ needs no introduction and whose increased sales need no publheity, con cause many Americans do not real- 

ize that the Hawaiis are a part of 

the United States and are just as 

peaceful as the mainland, the Bu- 

reau. has asked its advertising 

agency, Bowman, Holst, Macfarlane. 

Richardson, Ltd., to incorporate in 

every 1940 advertisement the logo- 
type “Hawaii, U. S. A.” 

The same phraseology will be used 
on posters and stickers for bagenge, 
envelopes and windshields. Colo; 
will be used to give point to the 
new signature. 

Seeing opportunity in the inabi] 
ity of Americans to visit Europe 
during the coming summer, the bu 
reau has decided to raise its adve 


siders the Blue Network “the sweetest bytay we ever made 


of the famous Blue Network Discount Plan, 
enables the size of your network to expand 
with your business. Its coverage is concen- 
trated in the markets where 72° of the coun- 


trys effective buying power is located. 


Ask any Blue Network user if you want en- 


husiastic proof that sales begin where the 


tising appropriation to $125,000. o 
about 25 per cent above the 1939 
p budget Several magazines wil] be 
Blue begins! 70°, of them came back in “39 added to the schedule 
p yee . 
affera successful “38. 17 new ones coined thre . “Nickle Comics” 
, e Ss 
a ranks last vear. May we tell you how the Blue sain : a npvny 
‘ . : rawce *ublications has issued 
can tonic up your sales for less than $5,000 new comics oo elling for five 
: . . cents, entitled Nickle Comies No 
per nighttime half hour? National Broadeast- advertising will be accepted until 
: . . , circulation level has been reached 
ing Company. A Radio Corporation of This will be followed by anothe: 
P , , publication to be led Fire Ce 
. America Service. Fime only, of cours Comics 
\ Moves Chicago Office 
ul Macfadden Publications. In: 
moved its Chicago office to 221 N 
. Salle street 
- 
Advertise ment) 
Twin Towers of WBZ-Bos- 
aL ° . 
_ton Come Up in the Spring 
. Blue Buyers Get Boston Bonus 
Up with the crocuses thi opring 
il. are rising the giant, slender twi 
icrial towers of WBZ's new 50,00( 
os Here's NBC's Ken Dyke being buoved Ty La the comments of Andrew Jergens Com watt transmitter, soon to move from 
’ ’ illis. } ichuse » Hull. iuet 
pany V.p Bob Beueus left) who said. ’Phe Blue's the buy for me. [t's done a oom be 7 | agen eh, n ir he f Bo 
aly > . , . . : ac©rt¢ ! iy W rl ign Ol ro) 
swell job for Jervens and gives us “Money Market’ coveraye at a low cost nothing tor familiar Customs Hous« 
VW ‘ . . . ee ' : ’ 
else can mateh.” And that tenes p. handsome Bob Orr in cen of Lennen & What this means is that Boston 
“ ’ | | nehell progran valuable, highly-populated metr« 
: yo’ z Mitchell, who handle Jergens Walter Winchell | adit politan area will be erviced bv ; 
yt a, 5 ore tly improved gnal ana Le 
A Blue Ne \" England coveriaudce Wi! . 
t See a. : . be enormously increased i at me oe 
; extr; cost for NBC-Blue daye * 
. After — Hat Sports Parade” broadcast at Madison tise! = 
e 2 fare Garden seve = we re as o NBC sale "2 _ fo Po ve a Bn ge te com - 
raft (left) and Adam at ad manager, Laon &. So no wonder twenty-nine ne 
} Gold erg, went to a nea rby eatery. Milk-toasted Mr. \“aee Ay ——“, the peares? of ease —_ | ponsor have ¥ ady igned thi 
- . ' } ince he first of the year or } 
(y ldberg: “To the Blue Network. The best and most SO/es tAriv the air wih ® a sr Say & pina <a Juanes 
ns MONDO SIVe larue scale aiiaeaiaiie I have ever known.” pe ee eee of such a bargain opening to 2,501 
And , “og of ° j 4 , ad 000 listeners in New England’s most + 
— hd that’s why 70% of the Blue’s advertisers came mportant market Y 
TL “ack for more in "39... why 17 new ones signed up. 
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LOS ANGELES: Simpson-Reilly, Ltd., Ga 
ATLANTA: B. Frank 


MEMBER 


Audit Bureau of Circulations, Associated 


May 6, 


Sales Training Possibilities 


More and more it is becoming 
evident that the key to successful 
merchandising under today’s condi- 
tions is adequate sales training in 
the retail store. Manufacturers Pog 
are not content with educating their | 
own sales representatives regarding 
both products and methods of cavee| 
entation, but extend their programs | 
to the sales organizations of the re- | 
tailers, are not as a rule worrying | 
greatly over developments in the} 
consumer organization field 
Sales training of retail personnel | 
is of course a tremendous objective, 
and not one which can be disposed 
of by issuing a few bulletins or en-| 
closing product literature in ship- 
ments of goods. It requires a def- 
inite plan, worked out in great 
detail, and backed up through per- 
sonal contacts with merchants and | 
their sales staffs. 
It is doubtful if the men respon- | 
sible for sales to retailers are in a} 
position to devote sufficient time to 
the subject of sales training. In 
the first place, many successful | 
salesmen are not themselves able to | 
teach, and transmitting informa- 
tion, ideas and inspiration to a 
group of salespeople calls definitely 
for something of the teaching tem- | 
perament, as well as a carefully 
worked out course of instruction. 
When experienced and able men 
can be sent out into the field to} 
meet retailers and their salespeople 


| 


' 


Jobbers and Private Brands 


While jobbers’ private brands are | 
not likely to be completely elim- 
inated in the near future, it is in- 
teresting to note that many leading 
wholesalers are finding that it pays 
them to feature manufacturers’ 
advertised brands, even though 
they could buy similar products 
carrying their own marks from the 
same sources. The thinking of in- 
telligent distributors on this subject 
is more than a little interesting. 

One large linen supply house, 
which sells principally to hotels, 
hospitals, and other institutional 
buyers, features Cannon sheets in 
its advertising as well as displays 
at shows attended by purchasing 
executives for this class of 
sumers. The sales manager of the 
company commented on the fact 
that his house believes in capitaliz- 
ing the good will of the manufac- 
turer as well as its own, because 


it has found that buyers appreciate | 


knowing the production source of 

the products they purchase. 
“Buying on specification alone,” 

he added, “means very little, be- 


ing Age = 
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| well as the best way to 


_ ened program along this line in the|ment of the 


| advertised brand is featured in our 
con- 
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personally, and to demonstrate to 
them correct methods of selling, as 


Grin and Bear It, | Lichty Dist 


present 
product information, much can be 


United Feature 


Syndicate, Jin 


"Is it good? Why, this tonic started with a small local radio program and today 
it's on the big network with an 87-piece symphony, two sopranos and a baritone!" 


accomplished. If this is not pos- 


sible, such as 


sound slide films, moving pictures 


graphic methods, 


Ad-libbing 


or other similar visual material can | 


be used by the salesmen of the Genung's Solves a Problem 


manufacturer to good advantage. About this time of the year de- 

We have seen some extremely in-| partment store advertising manag- 
teresting particularly in smaller cities, 
with requests to run 


material on this subject | €?s, 
in some of the retailers’ trade mag- | @Te 
azines, indicating that business 
publishers are aware of the impor- 
tance of this subject, and are edi- 
torially supporting the effort to 
improve salesmanship at the retail 
counter, where so much of the 
merchandising effort planned 
manufacturers falls down. 


beset 


nuals. It’s 
licitation down. 
ganization which operates seven 
stores in Westchester and Connecti- 


|this business pay, however. 
by|buy the space, but the 
A broad-| write the copy. 


They 
students 
Thus, the develop- 
Genung Advertising 
would accelerate the|Awards, given to the students in 
meeting today’s consumer |the various schools who write the 
best advertisements. These ap- 
Some _ specialty manufacturers | P&@? in the yearbooks, with each 
‘ ie piece of copy signed by the student 
with creative selling programs to|* | get : ar 
: P |}—-something for him to remember 
work out have found it possible to} in addition to the blonde girl who 
organize sales training courses in| <.st jn front of him during Civics 
which retailers send their salesmen | 4-A. 


trade 
task of 
requirements. 


press 


to the factory for training at their 
own expense. Obviously such a What a Man! 
plan must be set up on a basis| Some indication of how 


which will insure adequate return | English advertisers have been hit 
to the merchant for his investment! >y the war may be seen in a recent 
in the improved equipment of his | 'Ssue of the London Daily Mail 
osten ste | when Eric Boon, British lightweight 
champion, appeared in the role of 
'Lord High Chief of Testimonials. 
In that single issue of the news- 
paper, Boon attributed his success 
ito Shredded Wheat, Wright’s coal 
manufacture is|tar soap, Everton toffee, National 
even more important. It is true | kippers, Favlot shirts, McKenzie 
that the purchaser can obtain a|tweeds, Wardonia razors, Old Chart 
manufacturer’s brand from other|tobacco, Palethorpe’s sausages, 
suppliers, but the more we feature| Vita-Glucose and Garagard tennis 
his brand and the less we talk shoes. 
about our own, the more likely we|,, we —— re Shee meee Cue — 
are to be looked to to supply the A Boon % Asvertiong, Wt wt 


didn’t. 
nationally advertised product 
“Cannon sheets are a good prod-| That New York Fair Again 

uct and we know will give satisfac- Even with the price of hamburg- 
tion. If in a special instance they|ers cut to a dime, newspapers still 
do not, the customer does not blame |aren’t over-enthused about the New 
us, because he knows that an ad-| York World’s Fair because of the 
made without|/atter’s coolness toward a paid ad- 


cause quality of 


justment can be 


question Incidentally, a leading veers vere ena bn nesses d 
>») o » j 1< . 

manufacturer of chinaware. whose papers, rough a _bu etin —— 
by the American Newspaper Pub- 


| lishers Association, have expressed 
line, constantly replaces products|themselves as determined to resist 
which do not stand up under use./the “flood” of publicity that is ex- 
He knows that his brand is too val-| pected to 


i emerge from Flushing 
uable to risk through failure to|Meadows. Several individual news- 
adjust reasonable complaints. 


» |papers have gone even further, as 

Another jobber explained that | indicated in a bulletin sent to all 

the reason he features nationally | Staff members by the Daily Tribune, 
advertised brands is that it tends to Royal Oak, Mich. 

$i ; , This bulletin says: 

|eliminate price-cutting Resale) .y mention of the 

prices are much better maintained | world’s Fair from the 

| than on private-brand lines jumns of this paper 


“Please omit 
New York 
news col- 


| 


lads in high school and college an- | 
hard to turn this so-| 


Genungs, an OF) justify mention of the Fair. 


| 


cut, has discovered a way to make | 


| 
| 
| 
} 


the ordinary news story, the loca- 
tion probably can be given as New 
York. In the case of personals re- 
garding local people who attend the 


Fair, state merely that they are 
visiting New York. 
“It is possible that some news 


story of unusual importance may 
Any 
such exceptional case will be judged 


on its own merits as it arises. In 


general, though, we will find that} 


in 1940 the clever press agents of 
this organization will be doing 
everything possible to ‘make news 
and encourage features.’ ”’ 


We don’t know what the Daily | 


Tribune might consider as “unusual 


ee 


Information 
for 
Advertisers 


The following documents may, 
secured without charge from co; 
panies sponsoring them, or throy 
ADVERTISING AGE, by any natior 
advertiser or advertising agence 
|executive writing on his busines 
| letterhead. 


No. 1637. The Man of Tomorro 
in the World of Today. 


The Open Road for Boy: 
|issued this study of the youth 
ket, reporting on readership of ¢} 
|magazine, and _ boys’ favorites 
}among sports, foods, soft drinks and 
other items. Some interesting facts 
‘are tabulated concerning ownershi; 


Ail) 


‘and brand preferences of bicycles 


Ss. 


id) 


radios, cameras, rifles and othe 

|products which boys use. 

No. 1638. The Women and Mar 
Mason. 


A success story of the Hom 
Forum program, conducted by Mary 
‘Mason, is related in this folde 
issued by Station WRC, Washing- 
,ton, D. C. An outline of subjects 
|covered in the program, a list of 
products advertised since last July 
and statements from listeners and 
advertisers tell the tale. 


|No. 1639. There’s Poetry and Song 
in the Carolinas. 

Market information about the 
rural Carolinas is provided in thi 
booklet issued by Carolina Co-oper- 
ator, Raleigh, N. C. Figures on 
income from various farm product 


are tabulated, with statistics o: 
| population, number of farms, acre- 
}age and production. 


No. 1640. Pulling Power. 

This folder, issued by Barron G 
| Collier, Inc., recounts results of the 
use of transportation advertising by 
several brewers, and shows exam- 
ples of a number of their car cards 


| No. 


1635. An Aid for the Place- 
ment of Gasoline and Oil 
Arkansas. 


| Arkansas Dailies, Inc. has issued 
|the sixth annual edition of its gaso- 
line gallonage report, which shows 
the trend of gasoline sales in Ar- 


importance,” but our hunch is that | kansas as reflected by tax returns 


| 


a 1940 model Sally Rand might turn 
the trick here as well as elsewhere 
in the country. 
Promotion-Minded Peru 

A letter, postmarked March 15, 
has just reached our office an- 
nouncing a new broadcast series 


badly | sponsored by the Touring and Auto- 


mobile Club of Peru over Station 
OAX-4R (19.8 meters) which was 
to start March 16, and was to be 
heard each Saturday from 5:15 to 
5:30 New York time. The service, 
says the auto club, is intended to 
make Peru better known here and 
in Canada and presumably to sell 
the idea of a South American vaca- 
tion to folks who are beginning to 


realize that they can’t go to Europe | 


for a while. Senor Victor Llona, a 
Peruvian newspaperman with con- 
siderable experience in this coun- 
try, is in charge of the series. 
Jottings 
George J 
Company, a 


Hones, of the 


Chicago employment 


jagency specializing in advertising 


jobs, reports that things are look- 
ing up for job-seekers. Demand 
for trained persons in this field, 
says Mr. Hones, is at the highest 
point in 11 years. Concurrent with 


ithis has been a decline in the num- 


ber of calls received by his agency 
for retail salesmen. Mr. Hones 
thinks that this is because adver- 
tising has built consumer accept- 
ance for products to a degree where 
old-fashioned salesmanship is no 
longer needed to introduce these 
products to the market... 

A correspondent calls our atten- 
tion to the fact that if you want to 
| write to the field secretary of the 
Retail Merchants Association of 
|\South Dakota, you address your 
letter to Mr. Everlastinglyatit Put. 
|At least, that’s what the letterhead 


In the case of |of this organization says 


Hones | 


Gallonage of major oil companies 
and independents is tabulated by) 
|}counties, and a summary shows thx 
ranking of counties in order of gal- 
lonage. 


No. 1629. Reading Is One of 
America’s Proven Test Markets 

Reasons why are given in this 
booklet issued by John H. Perry 
Associates, with facts about Read- 
ing’s geographical location, popula- 
| tion, industries, retail sales and 
home ownership. Coverage of the 
Eagle-Times is discussed, with in- 
formation on its merchandising 
helps. 


|No. 1630. Displays Featured by 
National Advertisers in 1940 

A new booklet has been issued b) 

|Kay Displays, Inc., featuring cur- 


'rent use of displays by nations! 
advertisers. 
|No. 1632. The American Girl Sur- 


vey. 

Home and car ownership of the! 
|families, the extent of their use o% 
beauty aids, their share in home- 
| making, food and clothing are some 
of the questions answered in this 
report of its survey made amoné 
teen-age girls, issued by The 
| American Girl. 


|No. 1636. Continuing Data File 
San Francisco and The (4 
Bulletin. 


The Call-Bulletin, San Francis¢ 
has issued this distinctive ple 
'which consists of a file holdiné 
several booklets and _ is om. 
enough to hold later materia! W nice 
will keep the file up to date. +™ 
file now contains a study of Scote: 
whisky sales, a folder called “Fac 
About Liquor in San Francisco 4m 
Other California Markets,” ™é rke 
data on San Francisco and fac’ 


about the paper. 


¢ 
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win di x a Spee 
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@ Throughout America, wherever men interested 
in industry assemble, you'll find them talking 
about August FAcTory, “What Industry Can Do 
For America”. 


Why? Because no publishing project in recent 
years has been so vitally needed — so eagerly wel- 
comed by men throughout the ranks of industry 
and business. Providing, for the first time under 
one cover, the complete story of American free 
enterprise, graphically portrayed, August FACTORY 
will be the most interesting and powerful story of 
its kind ever written. 


Thousands of personal calls, millions of advertis- 
ing messages have been directed to industry and 
business executives to publicize this issue widely 
—to make sure that men in every plant in America 
will know about it and eagerly await its publi- 
cation date. 


Hundreds of enthusiastic letters of comment, or- 
ders for extra copies have been received from all 
divisions of industry. Advertising and agency ex- 
ecutives have enthusiastically acclaimed it as the 
“advertising buy” of the year — made plans to 
take full advantage of the unusual sales opportu- 


nities it provides. 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


330 West 42nd Street, New York, N. Y. 


ABC 


WRITE TODAY’ for complete information 
about “the most talked about magazine to be 
published in 1940." We'll be glad to send you, 
promptly, without cost or obligation, a copy of 
“The Story of What Industry Can Do For America”. 
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° : =“? ” The offer was tested last year in 
Clinton Issues Film New England Resorts so0etz Oitfers a number of areas, with results so 
< pay irig ee oan Appoint Frost satisfactory that it will be used 


pared a lide fil: entitle “What ™~ n € 
Do Ct tomers Ri ily T) a The hotel and resort department Double Money on throughout the territory served by 
he 


wl 


‘ rm Oo} the Harry M Frost _Lompan . +} | “rary thic reO* ss . + 
ntended to insiru les people % © F1alry wi. . a1} J+ B tt] T ] he brewery this year. Since the 
sine . 0 n has been appointed to|9- ; iia” - : 
n results of a survey, made by tl = ee ence eens . o e ra beer retails for 15 cents per bottl 
Ladies’ Home Journal, « omen’s | handle advertising of 14 hotels and ss = ; ‘ 
n ; ghee minis ele bos ; the New Eng! 1 states Kansas City, Mo., May 1.—A new,a refund would mean the payment 
buying habits, preferences, pri camps In the wew Lngiand states. a ; a . . 
. ‘ hit: The agency ha iso. br name twist in “double your money back »f $1.80 to the purchaser 
xpectations and shopping hab ae agree? i SO nn ye : . ee ae ; é 
th direct reference to rug cush-|by John H. Beedl pan uto offers will be introduced by M. K Coupled in the campaign with the 
on The slide film is being offered radios, Boston, and Ti ‘SOD | Goetz Brewing Company over a 20- ioney-back offer is Goetz’s new 
iilers for presentation ; 1, Bostor tate area this month. The new theme, “It takes 2.” This idea is 
7 : campaign features a “six bottle test” developed along the lines that it 
“ a” © ; . . 
Post’’ Names Powers Production Men Meet ind a guarantee bond that states:| takes both finer quality and famous 7 
T ‘(soe - v . ny < lence , 4 . “9 way’? aninvy . a ool : 
The Washington Post has ap- Members of the Association of | “Goetz Country Club must please) flavor to supply “2-way” enj yment Sante 
ywinted Joshua B. Powers, Inc.,| Publication Production Managers | you or you can return the six empty | of Goetz Country Club beer, with 
New York, exclusive advertising will be guest of the Production | bottles to your dealer and the brew- copy pointing out that “It takes 2 | 
representative for Latin A agen pp yend Club of New York, « an || ers will refund double your purchase | to make a bargain,” “It takes 2 to| 
BT the We -s and the Caribbean | of agency n, at a joint meeting a . 9 = ae =. . = 
4 the West Indie and once er | orien ey ge anda —~ Vari: price, There are no strings to this ike an argument,” etc | i a 
di irea outside of Bermuda and the at Hotel Knickerbocker, New Yorks, ; i? , i, sabe eany’— str 
. : : (Tay? } ss varticine ne > the es > > ie ~ is 
Bahama Mav 7 ifTor All of the advertising inc!udé C| FS ‘gealee nit uiunetees.. 
Ae OM eon tee mse 
Fe aig t 6 


It's a six-bottle test M. K. Goetz Brewing 


if A Company, Kansas City, wants you t5 
make on its beer, so current newspape- 
& copy features a double-money-back offe, 


on a six-bottle sale. If you don't like i+ 


—— return the six empty bottles and ge 
v M # ey double your money back. . 


- money-back, six-bottle guarante 
id Also offered in the advertising is 
set of miniature Goetz bottle sa): 
and pepper shakers which can \y 
secured from either the deale 
the brewery for 10 cents a set. 


i 


Labels Changed 


A much wider use of bright col- 
ors features the campaign. To pre- 
vent loss of labels from the bottle 
in the dealer’s water coolers and t 
increase display value, a new metal- 
lic gold and red label faced wit! 
white lettering is being used. The 
neck band is gold foil. Red, whit. 
and blue window streamers, identi- 
fying retailers with the ‘“doubk 
your money back guarantee,’ 
been distributed. 

The campaign will employ ne 
paper, outdoor and dealer tie-ins 
opens in the various areas, accord- 
ing to schedule, with large adver- 
tisements explaining the offer a 
listing the names of the deale 
| that area. This initial insertion 
be followed at regular interval 
with advertising developing thr 
takes 2” theme coupled with the 
money-back offer. 

Potts-Turnbull Advertising ( 


pany Is the agency 


Pe 


Five Name Yankee 

Yankee Writing Service, Gu 
Conn., advertising agency, 
added five new clients: Tru 
Mfg. Company, Poughkeepsie, N. } 
maker of loose-leaf binders 


bee » He can't stop to grasp wordy copy. 


: Wire-O:;: George Foust Com} ny 
| “; “ . Guilford, maker of pigeon 
4 ; Chatfield House, a private school 
Reach him ¥ and sell him = with Madison, Conn.: Women’s Exchang 
7 a cooperative handicraft shop @ 
® bd 4 Guilford, and Kelsey Acres, a Ma 
pictorial copy. Make it simple. pallens, wee tink 


Repeat it often. Make it sticks 


Building 
SOPPLY SERS 


' Ss 
e 
EG - + 
* In Building 
from manufacture 
- to application = 
- ae Saree : ee A SROUP f 
0) UTDOOR | \ DVERTISING _NCORPORATED oir rage ng 


National Sales Representative of the Outdoor Industry publishing unit 


60 East 42nd Street, New York City INDUSTRIAL PUBLICATIONS, IN 
Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia - St.Louis - San Francisco 59 E. VAN BUREN STREET, CHICAS 
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Birthday of a 
Stubborn idea 


Seventeen years ago this month of May, 
Young & Rubicam started in business with this 
basic idea....To resist the usual. 


Today one of the things we’re proudest of is 
that this idea is still the guiding principle of the 
agency. 


New York - Chicago - Detroit - Holiywood - Montreal - Toronto 
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NO SCIENCE HERE Merck Issues First 


Employe Paper 

Employes of Merck & Co., Inc., 
Rahway, N. J., have just issued the 
first copy of their new house publi- 
cation, “The Merck Review,” which 
will be distributed monthly to the 
company’s 1,850 employes. 

The publication is directed by an 
editorial board headed by D. W 
Coutlee, assisted by a news staff in 
'various departments. 


TAYSTER (TDs) THE BREAD WAT 1 UKE MOST! 


Taystee ' ———— 
eke Five Name Ellis 
—* YOUR GROCER HAS SANDWICH SPREADS ile come Ellis Advertising Company, Bul 
|falo, has been appointed to direct 
the following accounts, all in Buf- 


Small newspaper copy for Taystee bread, 

which forgets all about vitamins and 

health in favor of informal jingle copy, 
designed to get a smile and a nod. 


Vencer Corporation, 
Italian & French Wine Company, 
George F. Stein Brewery, Inc 

Nemmer Furniture Company, 
Crampton Product and Niegari 

National Bank 


falo: Liquid 


A & P Returns to 
Air: Tests Musico 
in New England 


New York, May 1.—After an ab- 
ence from the air of almost thre: 
years, Great Atlantic & Pacific Tea 
Company today joined the ranks of 
the many advertisers ponsoring 
audience participation programs 
with Musico, a musical guessing 
game. A 13-week test has been 
scheduled for Stations WEEI, Bos- 
ton, WGAN, Portland, Me., and 
WPRO, Providence. The program 
may later be expanded on a broader 


cale. Paris & Peart is the agency. 
Sponsors Tulip Festival 


Holland Furnace Company will 
again sponsor a half-hour broadcast 
of the famous Holland Tulip Fes- 
tival May 18. The broadcast will 
begin at 2 p. m. and will be aired 
over 75 CBS stations. Ruthrauff & 
Ryan handles the account. 


Preakness on Air 


American Oi] Company will spon- 
sor a broadcast of the Golden Jubi- 
lee running of the Preakness Stakes 
for the third time May 11. The 
classic turf event will be heard 
from 5:45 to 6:15 p. m. over 42 sta- 


tions of the Red network of the 
National Broadcasting Company. 
Joseph Katz Company is. the 
agency. 


May 6, 
Adds Canadian Stations 

Procter & Gamble Company h; 
added 18 stations of the Canadian 
Broadcasting Company to the CRs 
network for its dramatic strip, “T) 
Right to Happiness,” making a tot 
of 54 stations. The series is hearg 
daily in behalf of Crisco from 1: 45 
to 2 p.m. Compton Advertising 
in charge. 

Shifts “Amazing America” 
Greyhound Lines will shift “T 
Amazing America” from 7 p. m. + 
8:30 p. m. on the NBC Blue net- 
work May 3. The program is aired 
on 74 stations. Beaumont & Hon. 

man is the agency. 


Supreme Printing Moves 
Supreme Printing Service, N;: 
York, is now at 130 W. 46th stre: 


Simplicity Key 
to New Copy on 
Taystee Bread 


Minneapolis, May 2 Veering 
sharply away from the health and 
vitamin and “new feature” claims so 
prevalent in current bread copy, 
Campbell-Mithun has launched a 
test campaign in selected markets 
for Purity Baking Company’s Tays- 
tee bread which makes use of copy- 
book jingles and small space to 
stress the pleasure of eating Taystee 
bread. 

The new copy is being given its 
principal test in Memphis, where 
the advertisements, running 70 lines 
on three columns, will appear three 
y times weekly for the remainder of 

ei the year. 

Copy is in child-like print, in re- 
verse, and reverts to what the 
a agency calls “the simplest style of | 

all”—a rebus jingle with a one-| 
two-three approach to the child, the | 
mother and the grocer. The cam-_| 
paign is described as not the largest | 
ever run by the company, but the | 
most consistent in several years. 
Since the expiration of Smilin’ 
Ed McConnell’s Taystee bread show 
on CBS last winter, several spot 
radio shows are being planned, with 
current effort being concentrated on 


Akron, Cincinnati, Columbus and 

St. Louis. 

FCC Counsel Resign 
William J. Dempsey, genera! 


counsel, and William C. Koplovitz, 
assistant general counsel, last week 
submitted resignations to the Fed- 
eral Communications Commission, 
effective early this month. They 
will return to the private practice 
of law. 


Campbell-Ewald Moves 
Campbell-Ewald Company of 
New York, Inc., has moved to its 
new offices, the sixth and seventh | 
floors of the new United States 
Rubber Company bldg., 1230 Sixth 
avenue, in Rockefeller Center. 


F&SER Gets Tractors 


Fuller & Smith & Ross, Cleveland, 
has been named agency for the Ford 
tractor with Ferguson system, sold 

and distributed nationally by Fer- 
4 guson-Sherman Mfg. Corporation, 
: Dearborn, Mich. 
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DISPLAY IDEAS 


BY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL + DESIGN - FABRICATION 


CRYSTAL MFG. CO. 


CHICAGO + NEW YORK 


1725 Diversey Bivd. 7 East 42nd St. 


ky 


5000 Watts e@ Dial 


WILSON COMPANY 


1050 ¢@ Affiliated with MUTUAL BROADCASTING SYSTEM 


REPRESENTED BY HOWARD H. 
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ADVERTISING AGE 


Cantor Expands $62.44 Is Average 
Solis S. Cantor Advertising| 
Agency, Philadelphia, has _ taken | Local Expense 


larger te at ys be 
treet. Sol Silverstein has been | 
ial to the position of vice- of Conventioneer 
president, and Jack Shaw to the| Pittsburgh, May 1.—Every time 
nost of art director. ja city can induce 1,000 people to 
'attend a convention in its confines, 
Both Promotes Shockey that city pockets $62,434, according 
Ralf J. Shockey, who has been | to a survey released here by the In- 
ith the company since 1937, has /|ternational Association of Conven- 
been appointed Eastern manager of |tion Bureaus. 
Mever Both Company with head- 
yarters in New York. 


The average convention delegate | 
;spends 4.23 days in the convention | 


hotel room and hotel incidentals, 
and 23.59 cents of each dollar in 
restaurants. Liquor takes 6.29 
cents of his dollar—although it usu- 
ally seems more—and 10.98 cents 
go for theaters and amusements. 
The city’s taxis, buses, trolleys and 
other transportation systems get 


|3.52 cents from him. 


The convention-attender is also a 
heavy spender in retail and depart- 
ment stores which get the largest 
share, next to hotels and restaurants. 
Gasoline stations share a substan- 
tial portion of his dollar, and even 


17 

Begin Dionne Bread Drive Williams Drives 
Five bakeries have begun the 

syndicated Dionne quintuplet bread " 7 
campaign under the direction of the to Maintain 
Bakers Research Bureau, a division 4 
of the Bud Fox Enterprises, New Oil Burner Lead 
York. Display material and local Bloomington, Ill, May 1.—With 
mg and newspapers are being the industry looking back at the best 
used. 


year in its history, but resolved to 
Sener Lae establish another new high in 1940, 

Elect Carpenter V. P. Williams Oil-O-Matie Heating Cor- 
Edward R. Carpenter, who has poration has geared up both sales 
been associated with the Swigart and advertising to the 
Paper Company, Chicago, since | tempo. 
1932, has been elected vice-presi- 


accelerated 


Following completion of 


ee sales meetings in the East and Mid- 

G th La icity and a total of $14.76 a dav for | Wholesale and manufacturing con- aces = dle West, Samuel F. Baker, general 

Bank to uen er w all expenses, the association says, | cerns get a fair amount of it. “Ne ”" Rdv ces Treb | sales manager, is carrying news of 

Chelsea pica a Ne wich, | basing its figures on a study of! ws an @Y (the company’s “Measured Heat 
Conn., has appointe ert Frank- 


| el EES ere aa oe . . Victor C. Trebay, a member of campaign into the Far West. 
Guenther Law, New York, to foongen Pentel pre bal pew ‘Daniels Joins Baker the national advertising staff of the Spring campaigns are an annual 
handle its account. Mortgage loans : . 5 = ite Draper Daniels, formerly with, Bronx Home News for 10 years, event with Williams Oil-O-Matic. 
and savings accounts will be em- bid hppa ho he ay a Morse International, New York, has |has been appointed manager of the | Aj. year's drive will be so sus- 
shasized in a newspaper campaign. | Spends .11 cents of eac Oar for joined Lynn Baker Company. food department. tained, however, that the chenee 
— 'from one season to another will be 
iscarcely distinguishable. With the 
/possible exception of July, both ad- 
vertising and sales will be driven 

constantly to reach the new goal. 


Plans for Dealers 


At the regional meetings, dealers 
and salesmen were presented with 
complete plans for selling both the 
Williams Oil-O-Matic low pressure 
oil burner and the new hi-pressure 
oil burner. A new sales manual, 
said to be one of the most efficient 
jsales tools ever placed in the hands 
of an oil burner salesman, is the 
key to the selling plan. Other phases 
}include a series of mailings to pres- 
ent Oil-O-Matic owners and to all 
home owners in each dealer’s terri- 
tory, a free home heating survey, 
telephone solicitations and a wide 
variety of dealer display material. 

Class magazines and both roto- 
| gravure and black and white inser- 
tions in newspapers have been 
scheduled, with roto being used in 
metropolitan centers and run of 
paper in other markets. The usual 
cooperative advertising is made 
available to dealers wishing to share 
the expense. 

Over 241,000 oil burners were sold 
in 1939, to give the industry a new 
peak, and the 1940 potential is re- 
garded as even higher. Williams 
Oi1-O-Matics are now heating over 
| 250,000 homes, considerably more 
| than any other make, according to 
|'Mr. Baker. This year’s plans have 
| been developed to maintain and em- 
bese this supremacy, he asserted. 

Roche, Williams & Cunnyngham, 
'Chicago, is the agency. 


BRINGING TO YOU THESE VERY DEFINITE SALES ADVANTAGES 


1. KFBI, the Pioneer Voice of Kansas, is now located in the best metropolitan market 
in Kansas, WICHITA! 


Rejoins Dictagraph 

William E. Snodgrass has rejoined 
Dictograph Sales Corporation, New 
York, as executive vice-president. 
|For the past five years he has been 
‘associated with American’ Tele- 
phone & Telegraph Company, New 
York He was previously with 
Dictograph for 14 years 


2. KFBI is now located in the heart of the rich, responsive KANSAS and OKLAHOMA 
farm market! 


3. KFBI, with 5000 watts power on 1050 Ke brings to this area for the first time 
programs of the coast to coast MUTUAL BROADCASTING SYSTEM! 


4. 


KFBI mechanical equipment is completely new. Just installed is the latest and best 
5,000 watt RCA transmitter spotted by engineers after exhaustive tests in the most 
favorable location for maximum radiation efficiency. 


S. KFBI has an experienced, enthusiastic, SALES-PRODUCINCG talent and announcing 
staff. They know how to produce programs Kansas and Oklahoma people like to hear. 


G. KFBI is directed by an aggressive, experienced group of broadcasters who give 3XB Names Agency 
this pioneer station a NEW SELLING VITALITY. | The 3XB Corporation, New York, 
|}maker of 3XB liquid and powder 


| for relief of athlete’s foot, has ap- 
: on 4 |pointed Redfield - Johnstone, Inc., 
If YOU'RE looking for new worlds to T New York, to handle its advertising. 
G4 ° : . , 9 ° N | Newspapers will be used starting 
AY conquer with your product, if YOU'D + Po mse ee 2 ms + eo + late in May 
| 4 like to have definite, tangible returns “ | » ~ ‘ 
lei for your advertising dollars .. . if «| Ae . 
Ka ¢ Ineur- 9 . a - . 4 7 + 4 
2S YOU want to go places in sales in °| & \ lo 
p ™ Lien . 4 + . 
— Kansas and Oklahoma... "4 j ya { lo 
, ' 9 ' . 
L ™ Aerial ~ a 
wo Lo e r n 
emitter 7 Wikia = 
fell tenth, of IT’S YOUR MOVE | bf | i - 
Wipers dis. pk sn ns “_ 2 
to | Bl 
at Life In. F es iain Ny * 4 . - 
sur ‘ing in ! A i oe : Baa © ort | 4 
a Ae? ” pata’ 2 ae x * ° 1 o “Se be ~ F \ | ios 
(a oa. . = : € 4 i 8) . t 
ee, Tey & BANKERS LIFE | 1 4 a Ww i ae 
t ager 4 z : i . z 
——_- : : WICHITA, new home of the Pioneer 
was ee Voice of Kansas, KFBI, is located in the 
Meeerttttttt rth ae ss south central portion of the state, the 
i! mitt aban yah: iteess: buying center of a huge, prosperous Kan- 
‘Syeegepgegeg toe] Bal less sas and Oklahoma area. Wichita is the 


first market in Kansas in retail sales and 
» effective buying income, 
an 
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KAUFMANN & FABRY CO 
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fight has turned into a powerful, | successful as a creator of new bus; 
organized and _ subsidized move- ness, and has just been reprinted 


4 4 ment. Those in the industry tell JAMES ALBERT WALEs. = 
o1ce O e V er 1ser me it’s been going on now for some President, Wales Advertising 
16 years! Company, Inc., New York. 


This department is a reader’s forum. Letters are welcome Since men are handicapped in Ree ce 


~ dealing with a case like this—and i 
Made for Each Other HERE'S A SPREAD WITH REAL PUNCH ee tie aibet mek ae sae | "ee 


; To the Editor: I read with int, 
sneak ads that are “made men who are ranged as advertis- 
Spe aking of ads that are made gi . est your report of the addres 


by | 


. oor rr” how ; ag ing’s most dangerous public enemies : ; 

for each other,” how about the ard caubaahe it sd ; aaak tind ri J. M. Koch, vice-president of th, 
° _ P adec - 7 am owhyv , >a 7 “oN Lil 

two facing pages in the Februar: aN J 8 >| Quaker State Oil Refining Com. 


turn these problem women over} : 
: . |}pany, before the National t 
to the combined mercies of the |P?*” . Petro. 


, se Ps |\leum Association. 
women’s advertising clubs? ‘ “a « 
“ie - " In your issue of April 29, \y 
We've got to isolate them first— ; . : : ? 
: " |Koch cited the automotive indus. . 
track them down, with your help, | 


Punching Speeds Production!” Page 


issue of Electrical Manufacturing? oi i, 
Page 24 carries the heading, “Easy E- af CHiN 
25 has the headline, “Fight Fans : y PU Ny 
Do It,” and shows two boxers doing \E £05 % 


: -* |try’s copy on oil economy as “dele 
then study their propaganda habits |, - PS the —_ 


a little punching of their own. i opt y/ \ : rious” il i stry. 
% W. S. FLap, \ yond 5 \ —and habitat—and the rest would | Oyestion—is vb ge in = 
Advertising Department, Ameri- x ov sa - met the woman-stutl = plain, ‘the rumor that certain oil refiner 
can Steel & Wire Company, a pr » BE ae * nae yl age engineers and other employes of oj One 
Since “every man is a debtor to refineries, who are supposedly fa. 


his profession—by the which, as he 
doth hope to obtain honor and 


miliar with the manufacture ang 


=a Cleveland. \ a 
i: 7s RE 


Made for Each Other 


: . A j “a cope - profit, he should endeavor to be an menor J re ie Soyo , 
[ suppose you have had a deluge ‘ : ) BUYER OF MOTORS ornament thereunto’ — it follows | mote r oils it is seal to b a 
of these two ads that appeared in that advertising women—if they | their Pon Sele pone uy for 
the New York Daily News (Brook- , are truly professional—owe _ this | plc l ae mths ae ee a 
lyn edition) of April 14. sacrifice and service to the welfare | tion enereiase 423 einen tl rag Pred ( 
I bshe toe ep ng . IRMICA tnt ronmica insurarion co. | of the business we all strive to pce stocks of oils on oid 
a a we ors m neon ; Per ae improve. particular markets—so that Q far 
oO t 1ese stores happened to have come Contrary to what you men think, | gg eget ple consin - a! 0 
their copy handled by the same i ee to women cannot get along WITHOUT may aaver actually know nar 
agency. , 29EM OF OTH vO- ee ad re 
I think this takes the prize for One of these facing advertisements is allegorical, the other literal, but together came "Walr-pulting he onda sont he is getting motor oil of the brand | 
, aa eee llop. wees a nga: as ? 7 ard it 
copy duplication! eat Ray peek on eneeeel watap —what I advocate is the “gentling” seat ag hap hi vnc phen gimme 
- 4. AYTE, yrocess, a sort of jiu-jitsu via let- 7 : tes ( 
. Simons - Michelson Company TWO RETAILERS WITH APPROXIMATELY ONE IDEA ave: hi 7 P : y . barrel does not necessarily signify 
e ? y; ters which will make some of these that the barrel contains oil—or fue! ( 
E Detroit. — ae teaser TIABRAHAM ¢: unchallenged militants less brash in aaa that brand . " 
. ios 9 == eat SOM Paepemicx Loca » Co. «a RITA ' their ill-considered and uninformed , so a 
Not Surprised ee. — x saps us tes Oa Gs Gn Sumy Suann owen ee zeal. R. D. mo, ’ 
“ A ° | ago 
To the Editor: I was interested TOMORKOW -2ND ENCORE! Stortiog Mondey of 9:30! “0.280 worth for “44601 The pounce technique is essen- | v,vyY . a lo 


tial. But we gotta know where to Pox 
pounce. So let’s quit generalities | Real Estate Copy we 


Agel 10 tote, sepa your cay x MEN'SFINE SHORTS 12,000 MEN'S FINE SHORTS 
! “ 


tion for the Helliwells, Ltd., adver- MAIL AND PHONE ORDERS FILLED "39¢ | and get you G-men to identify pred To the Editor: While reading ye 
tisement, “English Advertiser Gets . a & vicious propagandists, and where the department store advertising real 
Attention,” which talks about air- Reseda they turn out to be women, let’s|section of the Sunday New York with 
planes but shows a_ considerable have the Pome history” or specific | Times (April 21), I thought for « Mill 
segment of nude female torso. data submitted to all women’s ad- | few confused moments that I had nose 
My comment: I’m not surprised. vertising clubs so each indepen-| wandered into the real estate sec- tell 
Are you? But will the reader re- dently can act—to correct any mis-/| tion. The reason .. . here are suc- ‘aa 
member about airplane engines and statements or misconceptions about | ceeding headlines from advertise- “ 
parts? any and all mediums of advertising. | ments in the main section. . . = . 
Seriously, I think your publica- CAROLINE WILLIAMS CARTER, | Page 8—Stern’s headline: “HALF FR °° * 
tion gives all the news that any- (In advertising since '99) AN ACRE OF CHINA.” Pevtr 
one in advertising or related fields 3152 West 90th street, Cleve- Page 10—Bloomingdale’s head- x n 
needs to read. One article in this land Ohio. line: “A CITY BLOCK OF SHOES” FF pa 
week’s issue will be of inestimable as Page 11—Macy’s headline (in- FH ant 
value rgtiooa — Poggi at least the Another “First” Dies steé = of Pray An Parga " Macy in 
cost of ten yearly subscriptions to ais ae r . Raita: 4 , reaches into the infinite with . ars 
f ADVERTISING AGE. I am lad to be a Se aan PB co — paged . geo ~~ “4 “MACY’S SUMMER COLONY Is fi os 
_ P arch 25, on page 18, your editor, 7 : bet 
— one of your subscribers. Striking similarity between two full pages in the New York Sunday News. while reviewing a travel folder, |AS BIG AS ALL OUTDOORS" of | 
w F- WabE L. Roserts, : ie Png Pactra ‘'and in sub-heading, calming down T 
Sales Manager, Harrington Rus- ) NE a: ce te eth ee... eee Aa 
sell Festivals. Asheville. N. C matter of concern. This agency is The case history—for I really "0% elty of using “pages only half as | AcRE _. . OF FURNITURE.” g 
eee ; Fuller & Smith & Ross, Inc., whose | think this is an example of phobia wide as the rest of the booklet, giv- | SAMM S. BAKER. — 
sities Goes to Holland Pt yom, ange necagechenegy re-|—started with a sincere enough Meal gene Tanger x Ragesncer~ Fry St BM. Kiesewetter Advertising “ 
al To the Editor: We have received is a vec Ba gale hr atl 8 ing o ee tee ate te minimum of interference to the Agency, New York. ’ 
a the following communication from | chairs and divans to make the boys aman pF e . . photographic pages.” fee] 
; ate Oe. The 


the publication house, De Arbeider- | feel right at home. There is not!" Now if you advertising menfolks > Same idea was used by us . = 
spers, Amsterdam, Holland: only a coat room, but a desk and | ;, thi b t . “* three years ago in a booklet pre- S - 
“ADVERTISING AGE, U. S. A. ad-|telephone for their convenience. | now anything about us women— pared for Skytop Club, Skytop, Pa. ma, 


vertising trade publication (accord-| And they have the additional pleas- and I think you do—you must real- This treatment was originated by 


ing to the Feb. 15 issue of Adver-|ure of being greeted by an excep- ize that we literally burn up with our art director. Lorraine Follett. The ediferiel end advertising pol- Au 
tisers’ Weekly of London) has in-|tionally distinguished-looking re-|°U" Convictions. With God-given If anyone else used it prior to 1937,| — jcies of CONGRATULATIONS are Mo 
troduced a consumer movement |ceptionist ... Mrs. Hazel Robinson, | Pt rsistence and the devil's own ten- we were unaware of it. The Sky- determined by an Advisory Com- leas 
project which will be developed|whose charm was the subject of |4¢n¢y to nag the enemy until he top book, which has been praised mittee of outstanding doctors and 200 
during 1940 in an attempt to ferret | editorial comment several years : ago | Submits for the sake of peace, wo- rather extravagantly, has been very hospital administrators. by 
out practical causes and cures. by none other than B. C. Forbes. }men on the rampage have van- — 

“First section, which appeared in| Come up and see us some time. quished even the sages of history ~~ 


the Jan. 8 issue, traces the growth G. R. HUNTER, | Confucius, res eae Whee REVIEWING THE START OF = 
of the movement and brings the Vice-President, Fuller & Smith else 


picture up to date. Succeeding| & Ross, Inc., Cleveland, , Few men—no matter what their TODAY'S TREND IN BUSINESS PAPER ADVERTISING Fil 


issues will analyze business’ ap- | — in —" apt er care to cntetalietiedd ts: Webdis Bithde Ar 
: roach to the problem and seek to | ye put on the spot as “fighting” a 
z ene ol a pose of petro dy ual And Yet Another |woman. I have just finished read- = 
“Will you,” requests De Arbei- | bin SF oe ie ss br sneer vn ing Mrs. Elizabeth B. Lawton’s 
o. derspers, “procure the complete on stethaes po Hay coer yh oy €\diatribe on “Florida Behind the 
F series of mentioned articles and nest providing Com | Billboards”—printed as a special 8- 
a send them on to us.” re = enen, which 6 MiGees | page feature insert on colored stock Started (Member 
wn. Syms C. ARMSTRONG, | interesting and, it goes without say-|in the supposedly strictly educa-| Muy, 1933 Ces 
Ride Th Maneee tas Tow | Ing, appreciated by all of us space jtional publication, Nature Magazine 
York oo I noticed tl raph eee 
owever, 1oticed the paragraph | 3 > maa te . ag 4 
Ay “ | about the coat room for the use ‘a bass toe bn poe ee a a 
Them Manhatitanites callers and that it is the only one cont ‘a sadieaan at ae wy . , 
Is Purty Far Behind known to offer a similar conveni- | nature love, etc., agitates for heavy- = 1933... t tasting a NEW + 
To the Editor: A red-hot news |°"™: I thought it would interest handed taxation, licensing, destruc- or FACTS 
item on Page 8 of your April 22 you to know that the Fuller & Smith tive “control.” intended ultimately os 
issue caught my eye today, and I & Ross office in Cleveland not only |tg do away entirely with outdoor 
hasten to bring up to date the mis- has a similar convenience, but sup- advertising as a medium! Tr. wast As 
e Ps plies coat hangers as well. pe . , : tN Mt 4 K 
guided New York correspondent |’ . 5 Bee The slyness consists in the fact) .aucoy NG , or 7 ACT - rt a+. 
who supplied it The Sporting reagan York that it is the sandwich-filling in a)... . 
; With all honor to J. M. Mathes, ‘ > © sg ; “4 periodical which makes it its busi- 
ij ¥o inc., for their laudable provision of ness to appear in every public read- MAY, 1933... i 3 
ia 5 spacious quarters and coat room A Lady Speaks Out ing room and every school library 
facilities for salesmen of space,| About “Public Enemies” (and is exploited to high schools and MAY,1940... ' REG | 1 used to look for 
& time, and blue sky, they are not To the Editor: One of advertis- |colleges and to women’s culture men’ y 7 t 52 ict perating snd used # 
a the hardy pioneers in this move-|ing’s most bitter and bigoted assail- | Sroups, garden clubs, etc.. as pure a than 4 vert first 
iy ment that your correspondent would/ants is an otherwise estimable | “nature science. way A? ANDVER . ; RIAL § MA 
rs lead one to believe. woman. She concentrates her at- Worse yet, the so-called “Read- YOUR f ect f Ba k NN ; LA PAID FOR ITSELF 
she If your correspondent, suitably|tacks on just one medium—which |ers’ Guide” to periodicals in all... 
ge disguised with the impediments and|is sufficient evidence that she has |libraries will index and re-index 
purposeful expression of a space|not been guided in her criticism by |this provocative title. The clubwo- 
representative, had ventured west|a sincere search for truth but only |man or student looking up informa- 
of the Hudson as far as Cleveland|looks for arguments which can be tion will never even know there i At 
any time since 1937, he would have|used against her chosen victim, another side to the “billboard” E 
2 found at least one agency where!which outdoor advertising happens controversy! INDUSTRIAL EQUIPMENT NEWS 


his comfort in these respects was a'to be. In other words, the one-woman 


461 EIGHTH AVENUE NEW YORK, N. Y: 
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SAVING HEARTS 


The Heart of the Wheat 
Has Been Saved For You 


One of the test newspaper insertions for 
natural wheat germ flour. 


Vitamin Bread 
Steps Out with 
Bolder Stride 


First Morris Mills —Li- 
censee Launches Test 
Campaign 


By FRANK HICKS 

Chicago, May 1.—Bread, which fo: 
a long time has been toying cau- 
tiously with the idea of treading the 
promotion highway all togged out 
in vitamins and a new flavor, is 
really beginning to be conspicuous 
with the first licensee of the Morris 
Mills Process and users of such con- 
centrates as Bryo and Vio Bin boldly 
telling the world of their achieve- 
ments. The whole thing dates back, 
of course, to a decade ago when an 
obscure flour mill at Morris, IIL, 
accidentally found that super-aera- 
tion of wheat grist conditioned the 
wheat embryo—the vitamin and 
flavor-containing embryo—so that it 


need not be eliminated from flour 
in order to avoid rancidity. This 
was something flour makers had 


been searching for since the middle 
t the nineteenth century. 
The Morris Mills have been sell- 
g this flour in small quantities for 
some time to bakers who have been 


making localized claims for their 
bread and other flour products. But 


las been a cautious business of! 
feeling one’s way, testing the pulse 
ot public opinion and keeping fin- 
gers crossed in the hope that no 
major mistakes were being made 
Now the Knappen Milling Company 
Augusta, Mich., first licensee of the 
Morris Mills Process, has just un- 
leashed test advertising in Kalama- 
zoo, Mich., which will be 
by expansion in other 


followed 


Michigan 


First Rule For Salesmen 
And Advertising Too! 


CALL ON 
THIS MAN 


Smart salesmen to Industry 
know that today the “purchas- 
ing agent” is a major Execu- 
tive! That he alone specifies 
brands on hundreds of indus- 
try’s purchases 


even switch. 
ing specified brands. 

That's smart adver- 
tiers to Industry are using 
“Purchasing,” the Purchasing 
Exes utives’ 


why 


only national 
magazine. You should have 
full details, Address Conover- 
Mast ( orp. 205 East 42nd St. 
New York City; 333 North 
Michigan Ave., Chicago. 


PURCHASING 


Reed By The Men Whose Job Ix BUYING 


«a 


markets if everything goes well 
This test campaign consists of 
twelve 448-line insertions in the 


Kalamazoo Gazette, a schedule of 
announcements over radio station 
WKZO and appropriate store dis- 
}play material. It is expected that 
test will help determine how 
quickly women respond to the health 
and flavor features of the new flour 
‘and 


tha 
Lilt 


accept its price, which is 
slightly above that of nationally 
known family flours. Staake & 


Schoonmaker, Kalamazoo, 
dling the advertising. 


IS Nnan- 


Also Use Concentrates 
The matter of getting vitamins B! 


and B2 (G) into flour, along with 
the old-fashioned wheat or “bread’ 
flavor, also is being achieved with 


wheat embryo concentrates such as 
Bryo, made by the Bryo Corpora- 
Evanston, Ill., and Vio Bin, a 
product of the Vio Bin Corporation, 
Chicago. These concentrates are in- 
troduced into ordinary flou 

baking process. 


tion, 


Arthur R. MacDonald, president 
MacDonald-Potter, Inc., Chicago ad 
vertising agency, which has been 


active in promoting the new bread- 
stuffs, points out the caution wit 
which they are being marketed 
under the trademark of “Hart-O- 


Wheet"” white bread, a MacDonald- 
Potter project (ADVERTISIN¢ 
Oct. 9 and 16, 1939). While Mac- 
Donald-Potter insists that its client 
feature flavor in 
independent 


the copy, an 


research laboratory 


the East hz retained to n 


independent check on bread 


is Deen 


ain- 


+. . 
nan 


products to insure that the vitamin 
potency of the wheat embryo is 
eing delivered to the consumer 


Several Campaigns Begun 


Comprehensive 


| v1 
irKkelng 


advertising and 
*Hart-O- 
inde- 


campaigns for 

heet” white bread by 
pendent wholesale bakers have 
been successfully launched Terre 
liaute, Ind., and Peoria, Ill., by the 
Midland Baking Company; in Dixon, 


) . 
iarge 


ll. by the Beier Baking Company. 
nd are about to be launched ina 
core of other important marketing 
centers 

The bakers launching these cam- 


iigns are using Mor 


is Mills proc- 


essed flour 


straight and in combina- 
tion with concentrates such as Bryo 
and Vio Bin. They are also using 
reintroduced wheat germ flours a 

arketed by K. B. R. Milling Com- 
pany, McPherson, Kans.; Baur Flour 


Mills, St. Louis, and Abilene Flow 
Mills, Abilene, Kans. The Baur 
nills were pioneers in re-introduc- 


ing a stabilized wheat germ to flour 
which bakers use in a white 
trademarked “Hol-White.” 


: ‘ 
oat 


Esherick Joins Gray 

Frank Knorr Esherick, 
vith the Philadelphia 
Ledger and N. W. Ayer & Son, has 
joined Jerome B. Gray & Company, 
Philadelphia, in charge of the 
media department 


formerly 
Evening 


. Aren't retail merchants 


asking this question when national adver- 


tisers come a-wooing? 


quickly do the pretty bouquets of news- 


paper advertising with which they come 


courting wither and die. 


The record shows that in the Okla- 


justified in 


Too often and too 


mental, necessary 
they remain open 


other medium 


ness nor in ability to push buying inertia 


into action? 


homan and Times last year the median 


length of activity on the part of national 
Only 4 out of 
468 continued active throughout 52 weeks. 


advertisers was 7 weeks. 


Will YOUR 


And Oklahoma City is fairly typical of 


other cities of 100,000 or more. 


In the complexity of modern sales 


and distribution problems, have national 


advertisers by any chance overlooked the 


simple fact that newspaper advertising 1s 
the kind of advertising which American 


retailers themselves find basic and funda- 
and 
every one of the 52 weeks during which 
or business? 
a force for them with which, up to now, no 


can 


be helping retailers sell YOUR product 
next December as it is in May? 


THE DAILY OKLAHOMAN - OKLAHOMA CITY TIMES 


THE FARMER-STOCKMAN * MISTLETOE Express ® WKY, 
Sprincs * KLZ, Denver (Under Affiliated Mgmt.) 


OU LOVE ME IN DECEMBER 


| ee 


/ 
MUU SH HANG ht 


profitable to use 


That it is 


compare in effective- or larger will reveal closely parallel conditions 
Number of Percent 

Weeks of National of 
Advertising Activity Accounts Total 

Seven weeks or less 234 50° 

‘ » ¢ » . 13 or more weeks 141 30° 

newspaper advertisin 

I I : 8 26 of more weeks 7 14° 

19 to 52 weeks 27 6” 

52 weeks 4 1° 


THE 


Below is 
national 
homan 


Analysis of activities in other cities of equal size 


HOW LONG DOES 
“HONEYMOON” LAST? 


the 


advertisers’ 


tabulation of an analysis of 
activity in The Daily Okla- 


ind Oklahoma City Times during 1939 


THE OKLAHOMA PUBLISHING COMPANY 


* REPRESENTED BY THE 


OKLAHOMA City *® KVOR, COLORADO 


Katz AGency, INC 


ONE OF A SERIES OF ADVERTISEMENTS SPONSORED BY THE DAILY OKLAHOMAN AND TIMES IN THE INTEREST OF A BETTER UNDERSTANDING BETWEEN ADVERTISERS, ADVERTISING AGENCIES AND PUBLISHERS 
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ern housewives will first make the toffee made from a special formula can create momentum unattainable Goodrich to Broadcast 


Swift to Launch 
First Campaign 
for Ice Cream 


Newspapers and Radio 
in 60 Markets to Sell 
Merits of Product 


Chicago, May 2.—Though ice 
cream, like most other dairy prod- 
ucts, enjoys the unqualified en- 
dorsement of physicians, it has been 
forced to make its way in the world 
on its own merits and without much 
advertising support, as far as na- 
tional or sectional brands are con- 
cerned. This situation will undergo 
a change for the better next week 
when Swift & Co. will initiate its 
first newspaper and radio campaign 
in behalf of ice cream in 60 mar- 
kets in 27 Midwestern, Southern 
and Far Western states. Only one 
other ice cream manufacturer sell- 
ing in so broad a field has 
known as a consistent advertiser. 

While the name of Swift has long 
been identified with delights of the 
palate, the company is not gener- 
ally known as a producer of ice 
cream. It tentatively invaded this 
field in 1931, after having been a 
buyer of the farmer’s cream and 
whole milk for Brookfield butter 
and cheese for 30 years and more. 
Two years later Swift landed a 
contract coveted by the entire in- 
dustry—that of providing the ice 
cream purveyed at 32 stands during 
Chicago’s “A Century of Progress.” 


Some of Problems 


The ice cream field has not been 
an inviting one for newcomers be- 
cause retailers usually confine 
themselves to a single brand, mul- 
tiplying the ordinary difficulties of 
getting distribution. Likewise, there 
exists a strong impression among 
experts that the public regards al) 
ice cream as pretty much alike and 
therefore buys at the most con- 
venient source of supply, 
less of brand name. 

The manufacturer who can ex- 
plode this theory and demonstrate 
that a brand of ice cream can in- 
crease store traffic substantially will 
revolutionize the thinking of 
return, 


fits in particularly in 


added to its dealer roster and 
panded sales per retailer 
during unfavorable weather. 


A. C. Ragnow, in charge of the 
company’s ice cream promotion, and 


Stack-Goble Advertising Agency 
entrusted with the new campaign 


iruits. 


been 


regard- | 


the 
industry and gain some solid bene- 
the 
way of widened distribution. Swift 
has already proved that this goal is | 
not beyond reach, preliminary mer- | 
chandising of the campaign having 
ex- 
even 


have taken infinite pains, not only 
localizing the copy, but synchroniz- 
ing it with the movement of fresh 
On May 10, the date estab- 
lished for introductory copy, South- 


acquaintance of “The Strawberry 
Sisters,” voluptuous members of a 
family which has long thrilled epi- 
cures. Later wiil 
be featured. 


peach ice cream 


Copy in Light Vein 


Elsewhere, copy will relate the 
gastronomic joys of Swift’s pecan 
toffee ice cream, dramatized b 


“Mrs. Plumper Pecan.” A 
of this lady, drawn in the same 


portrait 


light vein which distinguishes the 
copy, will be featured, with these 
remarks: 

“She’s one of the largest, hana 
somest nuts that ever grew on a 
itree! Positively juicy with fine 
\flavor. You'll be nuts about he 


|when you taste her in Swift’s pure 
|pecan toffee ice cream! 

“It’s a high honor for a pecan t 
get into Swift’s ice cream. Millions 
of good pecans are not quite good 
enough to make the grade. Swift 
searches the country for the pick of 
the pecan crop and makes its own 


with pure, rich creamery butter. 
“Then this delectable concoction, 


studded with plump pecans, is 
crushed into ice cream smooth as 
a summer cloud! Yum! What deli- 
cious chewiness and cool melting 
delight! If you don’t know who 
carries Swift’s pecan toffee ice 
cream, just telephone—and we'll 
send some over right away.” 

The telephone number will be 
that of one of the 54 Swift ice 
cream plants. Resulting inquiries 


will be relayed to dealers, with 
Swift following through to see that 
deliveries are handled promptly. 


All-Summer Campaign 


Introductory copy will be 175 
lines on two columns, size being 
reduced subsequently in favor of 
frequent insertions throughout the 
summer. Spot announcements will 
be used on 30 radio stations, the 
newspaper characters being given 
the limelight. Swift’s theory of 
newspapers and radio is that they 


by either alone. The flexibility of 
radio will be used to full advantage, 


the number and length of an- 
nouncements being determined by 


local conditions. 

The Swift ice cream 
has been merchandised to the trad 
through “Profit Dips,” a four-page 
monthly in which the newspaper 
illustrations have been given the 
added lure of color. ‘Profit Dips” 
has also presented an array of 
dealer aids, most of which depict 
the excitement of Harold Teen and 
associates, the comic strip troupe, 
over Swift ice cream. The dealer 
paper has been especially well re- 
ceived by salesmen, who report that 
it has softened up dealers generally 
considered to be in the Joe Louis 
class in all-around sales resistance. 


campaign 


Two Join Alexander 
A new advertising agency, Alex- 
ander, Gottlieb & Jarosz, 


| has been organized to carry on the 


business of the Milton M. Alexan- 


Detroit, 


Minor League Games 
Play-by-play radio broad 
baseball games in eight diff: 
minor leagues are being spons 
by the B. F. Goodrich Com; 
Akron, in 17 key marketing 
throughout the country. Sched 
of the various teams are being 
tributed through Goodrich st 
The company also is giving 
resumes of games in several « 
including Detroit and Cincinnat 
The schedule of radio sti 
handling the play-by-play des« 
tions follows: KJR, Seattle; WS! 
Jackson, Miss.; WAGA, Atlan: 
KABC, San Antonio; WAVE, Louwis- 
ville; KGO, San Francisco; WNOX 
Knoxville, Tenn.; KROW, Oakia: 
Calif.: KGS, Spokane; KOMP. 
KTUL, Tulsa; KUTA, Salt Lak 
City: WDSU, New Orleans; KEX 
Portland, Ore.; KMO, Tac 
WAPO, Chattanooga; WJW, A 
and WMOB, Mobile, Ala. 


Gets Soap Account 


Packers Tar Soap, Inc., 
York, has placed its account 


pecan toffee candy—an English |are complementary and together der agency. Ivey & Ellington, Philadelphia. 
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FOR PRINTING PLATES OF STERLING QUALITY & 


“STERLING 
~ ENGRAVING 
cova 


PHOTO-ENGRAVING IN COLOR PROCESS, 
BLACK AND WHITE, BEN DAY, LINE 


_ WET-PROOFING ON FOUR CLAYBOURN 


AUTOMATIC 4-COLOR PROOFING PRESSES 


DAY AND NIGHT SERVICE 


304 £. 45TH STREET, NEW YORK, N.Y 
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Hotels Appoint Dorland 
Claridge Hotel, Atlantic City, and 
Flanders Hotel, Ocean City, have 
nted Dorland Advertising 
Atlantic City, to handle 
accounts. Edward J. Wallis 
unt executive. 


Ace Appoints Ollendorf 

Ace Fastener Corporation, Chi 
has appointed C. J. Ollendorf 
sency, Chicago, to handle its ad- 
tising. Business papers, national 
vazines and direct mail will be 


Cas‘ 


WCAU to Try FM 
VCAU, Philadelphia, will con- 
; experiments in television 
transmission upon the granting of a 
nse for frequency modulation 
the Federal Communication 
( nission. 


“Current History’’ Moves 


‘rent History has moved to 
85 Madison avenue, New York 
Telephone number is Murray Hill 
3970 


AT&T Joins Ranks 
of Institutional 
Radio Sponsors 


New York, April 30.—Last night’s 
naugural broadcast of the Ameri- 
can Telephone & Telegraph Com- 
pany’s radio show, “The Telephone 
Hour,” calls attention to a revival 
of interest on the part of advertis- 
ers in broadcasting as an institu- 
tional medium. 

In the early years of commercial 
radio, broadcasting was considered 
strictly a good-will medium. Early 
sponsors were not permitted to ex- 
tol the merits of their products, or 
even to mention prices. All pro- 
grams were necessarily institutional 
in character. 

Although radio has long since 
become a direct selling medium, a 
number of leading advertisers have 
recently turned back the clock and 
are now including a minimum of 
selling in their air advertising. 

The AT&T show which serves to 


emphasize this trend is a musical 
show heard over 86 stations of the 
Red network of the National Broad- 
casting Company. Commercials are 
highly institutional, and are in- 
tended to create good will for the 
Bell System rather than make 
sales. 

Other institutional or semi-insti- 
tutional shows now on the national 
networks include E. I. duPont de 
Nemours & Co.’s “Cavalcade of 
America,” Ford Motor Company's 
‘Sunday Evening Hour,” Wheeling 
Steel Corporation’s ‘Musical Steel- 
makers” and Westinghouse Elec- 
tric & Mfg. Company's “Musical 
Americana.” 

In addition to the AT&T pro- 
gram, the Westinghouse program is 
a newcomer this season, and du- 
Pont has revived its “Cavalcade” 
after a lapse. The others have been 
on the air for several seasons. 

Network officials declare that the 
explanation for the upturn in in- 
stitutional programs is that major 
business concerns have become 
more public relations-minded in 


recent years, and have found that 
radio is a good way of gaining good 
will as well as immediate sales. 


Hotel Names Kupsick 


Hotel Champlain, Bluff Point on 
Lake Champlain, N. Y., has ap- 
pointed J. R. Kupsick Advertising 
Agency, New York, to handle its 
account. Newspapers will be used. 


Coopers Joins ANA 
Coopers, Inc., Kenosha, Wis., has 
been elected to the Association of 


National Advertisers. A. R. Knei- | 


bler, vice-president, will represent 
the company. 


| Cadillac Names Two 


Cadillac division of General Mo- 
tors has appointed R. M. Jordan as 
Western sales promotion manager 
and R. H. Fernwood as sales an- 
alysis manager. 


Baer Joins Waters 


Ruth Lion Baer has joined the ac- 
count service staff of Norman D 
Waters & Associates, New York. 


Action! 


EXT TIME you hear a heavy freight roar- 
ing through the night remember this: 

Those tons of goods are moving in accordance 

with a plan...a plan laid down somewhere by 


men of management. 


For things do not ‘just happen’ in this busi- 
ness world of ours. There’s need for judgment 
. . . decisions must be made. . . somebody has 
to manage. And management must get action! 

Taken as a group, these decision-makers of 
America are perhaps the most powerful market 
of them all. At their finger-tips you'll find the 
purse strings of whole industries; make sales 
here, and every time you'll reap a rich reward. 

Whether it be the purchase of raw materials, 
machinery for their manufacture, an advertising 


idea, or a mode of transportation . 


., this is the 


group that answers Yes or No, and makes it 


stick. 


So, it’s not surprising that their magazine has 
come to share their importance. 


That Business Week, out-stripped by many 
magazines in number of readers, is topped by 
only six in advertising volume! 


BUSINESS WEEK 


Active Management's Magazine 


[ 

UP ... Put a yardstick to advertising 
figures for 1940's first quarter, and you 
get results like these: Business Week up 
19% over 1939! Gained twice as many 
pages as any other general business mag- 
azine. And gained more pages than ei- 
ther of the two general news weeklies! 


PLEASANTLY PLUMP 


’ 


HAVE YOU MET 


Sie 


She # one of the Largest. handsomest nuts that ever 
grew on a tree Positivety juicy with fine flavor 
Youll be nuts about her when you taste her in 
Swift's pure Pecan Toffee ioe Cream 


it's a high honor for a pecan to get into Swift's 
| toe Cream. Milhons of good pecans are not quite 
good enough to make the grade Swift searches 
the country for the pick of the pecan crop and 
makes ts own Pecan Tottee candy—an English 
Toftee made from a special formula with pure 
moh creamery butter 

Then this detectable con 
coction. studded with plump FS 


pecans is crushed inte ke 
cream smooth as a summer “y 4 
} cloud! Yum! What delicious 
| chewiness and cool meting Co) 
detigh Ht you don't know who 
carries Swift's Pecan Toffee 
| lee Cream, just telephone p 
Exchange 1234. aad well 
send some over right away! is sedes and remdone 


One of the localized newspaper adver- 

tisements being used in the newly- 

planned drive for Swift's ice cream in 60 
markets of the United States. 


Wisconsin Newspapers 
Start Survey 


Wisconsin Newspaper Markets is 
launching a_ state-wide consumer 
|survey for member newspapers 
funder the direction of Robert F. 
,Timm, newly-appointed director of 
research. The plan was developed 
by Irving C. Buntman, executive 
jdirector of the organization, to 
|“offer national advertisers a picture 
|of the smaller city markets never 
| before attained.” 

Mr. Buntman was assisted in 
formulating the plan by a com- 
mittee of eight Wisconsin news- 
paper executives. 


Wheary Advances Tate 

Arthur C. Tate has been made 
general sales manager of Wheary 
'Trunk Company, Racine, Wis. 
Charles F. Drake has been made 
advertising and _ sales promotion 
manager. Other appointments in- 
— Thomas E. Kendall, director 
of marketing; Fred W. Wheary, as- 
sistant to Mr. Kendall; Frank K. 
Miller, manager, New York branch 
office; Harry E. Nash, controller, 
and George J. Due, manager of 
order department. 


Feeley Opens Office 

H. M. Feeley, formerly with Free 
& Peters, Inc., radio station repre- 
sentative, has opened his own 
offices in the Joseph Vance bldg., 
Seattle. His company has been 
appointed by the Pacific Broadcast- 
ing Company to represent network 
‘sales for the Washington and Ore- 
| gon group of Mutual Don Lee net- 
| work stations in the Pacific North- 
| west. 


| A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 
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May 6, 1949 


New Blotter Campaign 
for Fire Group 

A new monthly blotter campaign 
been released by the National 
Fire Group of insurance companie: 
to 1,500 agents. After the agents 
had voted the blotter the most 
effective kind of advertising for 
them two and one-half years ago, 
this method of promotion was 
adopted by the group’s advertising 
department. 

The new printing order is for 
1,800,000 blotters, about a two-year 
supply. 


has 


Issues Data on Nylon 


In response to the many ques- 
tions concerning nylon being asked 
of Better Business Bureaus, the 
National Better Business Bureau, 
Inc., has issued a bulletin giving 
basic information about the new 
fiber and its introduction into the 
hosiery business. The information 
is based on data furnished by E. I. 
du Pont de Nemours & Co., manu- 
facturer, and the National Associa- 
tion of Hosiery Manufacturers. 


Appoints Albert Breen 

Albert R. Breen, for the past five 
years operator of his own selling 
agency representing Universal 
Winding Company, Providence, 
R. I., has been appointed sales man- 
ager of the company. 


| 
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Appliance Dealers 
Get Real Help from 


Pitt Gas Companies 


Special Agency Unit 
Coordinates Work of 
Sales Groups 


BY RAYMOND GIBNEY 

Pittsburgh, May 2.—The Equit- 
able Gas Company, Peoples Natural 
Gas Company, and Manufacturers 
Light and Heat Company—natural 
gas companies serving the Pitts- 
burgh areas—seem to have solved 
the problem of working with gas 
appliance dealers to increase the 
sale of gas appliances and thereby 
building a load for the ga: 
panies, through an unusual device 
set up by Ketchum, MacLeod 
Grove, which handles the advertis- 
ing of all three companies. 

The agency has set up a Gas Ap- 
pliance Promotion Division, func- 
tioning entirely independently of 


com- 


the rest of the agency, even to the 


ADVERTISING AGE 


extent of separate offices, although 

it is directed and supervised by ex- 
ecutives of the agency. Its prime 
purpose is to stimulate the sale of 
quality gas appliances through re- 
tail dealers, promote increased con- 
sumption of natural generall: 
|}and handle public relations activi- 
ties with both dealers and con- 
sumers. 


£as 


| Dealer’s Role Stressed 


| All joint advertising employed by 
| the gas companies carries the spe- 
| cific suggestion to “see your gas ap- 
| pliance dealer.” All such advertis- 
ing is designed to permit dealers to 
|tie in their own brands with the 
general items advertised. A monthly 
publication, “The Gas Appliance 
Dealer,” is mailed to retailers, con- 
taining information on all special 
advertising and promotional activi- 
ties undertaken by the gas com- 
panies which are of interest to gas 
appliance dealers; information con- 
cerning new developments in the 
field of gas appliances; merchandis- 
ing, sales promotion and advertis- 
ing suggestions for dealers: stories 
about dealers who have had unusual 
success in the sale of gas appli- 
ances, and interesting facts about 
‘as and gas appliances. 

Other activities of the agency’s 
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HEN you ride with WTAM you 


cover Metropolitan Cleveland like 


131,260 farms. 
combined listening and BUYING unit. 


In addition, you catch three 


three silver rings of 
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Typical newspaper copy placed by Ketchum, MacLeod & Grove to help sell 


appliances in the Pittsburgh area. Whil 
companies serving the area, no particu 
sales to these companies. This copy say 

or your gas 


ange have these modern features’ 


a 


AS APPLIANCE SALES 


Cot bee: 


NATURAL GAS COMPANIES soning she Grater Pibores ane 


Gas 
e the campaign is financed by the ios 
lar effort is made to divert appliance 
s, ‘See the new models at your deole 
company.’ 


Gas Appliance Promotion division 
include the following: 

Sales training: Dealers and their 
store personnel are offered instruc- 
| tion in the selling of gas appliances 
| through special mailings and vari- 
ous meetings, as well as through 
“The Gas Appliance Dealer.” This 
includes construction details of va- 
rious types of appliances, general 
selling points, information on how 
to advertise, how to secure pros- 
pects and other pertinent hints. 

Store and window display assist- 
ance: Representatives of the divi-| 
sion discuss with interested dealers 
questions of window trimming, ap- 
pliance display, store arrangement, 
etc. 


Furnish Displays to Dealers 


13th Readership 
Study Considers 
Rutland, Vt., Paper 


New York, May 1.—The 13t! 
port in the Advertising Researc 
Foundation’s continuing study 
newspaper reading was issued |i 
today, covering the Daily Heral 
Rutland, Vt., a morning newspap 


,with circulation of 15,000. Th« 


analyzed was dated March 21, 194 
and consisted of two sections total- 
ing 20 pages. 

For all advertising except classi- 


ified, 83 per cent of the men and 97 


per cent of women read one 0! 
more pieces of copy. Nationai ad- 
vertising showed a readership of 69 


per cent of both men and wome: 

Store and window display ma-|for one or more pieces of copy, 

terial: From time to time, dealers | While local copy was seen by 75 pet 

are furnished with window stream-|cent of men and 95 per cent o! 
ers, posters and other material to | women. 

be used in the promotion of gas| Highest rating in the nations! 

appliances. |classification went to Chesterfield 


| Direct mail counsel: Division rep- 
_resentatives advise with interested 
dealers concerning the building of 
mail lists, spacing of mailings, the 
correct method of following up 
mailings with personal calls and 
|other points involved in creating 
| effective direct mail campaigns. 
| Gas appliance dealers are fur- 
| nished at regular intervals with re- 
prints of Natural Gas Association 
and American Gas Association ad- 
| vertisements. Accompanying these 


reprints are schedules of insertion 
dates and suggested ways in which 
| dealers can use this advertising to 
their own advantage. In addition, 
| the division supplies interested 
dealers with complete information 
'and data on the most up-to-date 
credit and finance arrangements 
available to them. 


Sales Greatly Increased 


Results of this intensive work 
with dealers have been thoroughly 
satisfactory. A campaign was con- 
ducted by the Gas Appliance Pro- 
motion division in behalf of gas 
ranges during the latter part of 
1939. The effort was backed with a 
heavy schedule of newspaper and 
radio advertising which emphasized 
the advantages of highest quality 
gas ranges with no mention made 
of brands or prices. The effective- 
ness of this promotion was indicated 
by the fact that sales of gas ranges 
in the greater Pittsburgh territory 
showed an increase of 74.3 per cent 
over the same period in 1938. 

A spring gas range campaign of a 
similar nature was conducted 
throughout April with 530 dealers 
(an increase of 51 over the 1938 
activity) cooperating. Throughout 
May, another campaign in behalf of 
Electrolux gas refrigerators will be 
carried on. 

The Gas Appliance Promotion di- 
vision is directed by Louis F. 
Demmler, under the general super- 


lcigarets with a 744-line ad _ that 
attracted 52 per cent of men and 
55 per cent of women. The lavou' 


ifeatured the five Hills sisters, 
'“Queens of Basketball,” in action 
Among local ads of 70 lines o: 


more a shoe sale announcement at- 
tracted the highest number of men 
|readers, 24 per cent, while a wo- 
/men’s wear ad attained the highest 
|readership rating among women, 66 
| per cent. 

| The next study in the series wil! 
cover the Evening Gazette, Worces- 
iter, Mass. 


Approves Nebraska Drive 


| The Nebraska Hotel Men's Asso- 
|ciation has approved a_ $25,000 
|}advertising campaign to promot 
| Nebraska highways and hotels, be- 
|ginning June 1. Newspapers, radio, 
|magazines and outdoor advertising 
| will be used, mostly within th 
| state, and the cost will be proratea 
| Bozell & Jacobs, Inc., Omaha, is 1% 
| agency. 


| vision of Emil Hofsoos, vice-presi- *. = =n . ‘ 


dent of Ketchum, MacLeod & 


|Grove, Inc 
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‘Good House’ Gets 


lop Consumer Vote 


on Endorsements 


Consumers’ Research, 


Store Clerks Also Rank 


High in Starch Survey 


New York, May 2.—The relative 
mportance attached to different 
types of “endorsements” by buyers 


of packaged foods was dramatically | 


ljustrated this week with the re- 


ease of a survey covering 3,959 | Jr., 
consumers by the Daniel Starch | 
rganization. This research report, | 


together with another study of con- 
sumer likes and dislikes in gas sta- 
tion service, featured the first issue 

a new bulletin, “Facts First,’ 


which will be distributed periodic- | 
ily to a selected list of sales and 


dvertising executives. 
Based on Personal Interviews 


The research, based on personal 


interviews during the course of the | 
Starch continuous nationwide sur- | 
ev among readers of 19 ieading | 


magazines, sought to determine re- 
ctions to the following question: 

“When you are buying packaged 
foods, which of these endorsements 
do you consider important — Con- 
umers’ Research, Consumers 
Union, Good Housekeeping, Par- 

ts’ Magazine, siore clerks, others 
specify)?” 

The 1,646 men and 2,313 women 
vho participated voted Good 
Housekeeping first as an endorse- 
ment agency. In second place came 
store clerks, with Consumers’ Re- 
search, Parents’ Magazine, friends, 
Consumers Union and the American 
Medical Association following in 
that order. In addition, 19.7 per 
cent of the men and 5.6 per cent of 
the women answered “none” to the 
question. 


How They Voted 


The complete tabulation of th« 
3.959 interviews is as follows: 
Men Women 


a a 
€ c 

Good Housekeeping .. 30.4 65.6 
Store Clerks ......... 28.8 26.9 
Consumers Research.. 23.2 15.8 
Parents’ Magazine .... 1.9 9.7 
re ae 3.4 5.8 
Consumers Union . 9.4 4.3 
American Medical 

Association ...... 6 1.8 
None Pew icaa uae 8 19.7 5.6 


( Also some scattered) 


kave more than one swe! 
All percentages are based on the total 
imber of interviews—not total men- 


An interesting sidelight to the 
study was the fact that a higher 
percentage of the men and women 
In the over-$2,000 than in _ the 
under-$2,000 income level men- 
tioned Consumers Union, whereas 
the reverse was true with respect 
to store clerks’ endorsements. 

In the other Starch survey, also 
just completed, 1,018 male and 1,093 
female operators of automobiles 
specified their likes and dislikes 
with regard to gas station service 
In tabulating motorists’ likes, the 
Starch interviewe rs submitted a list 
of nine specific services, while in 
taking a wn the negative replies no 
aids to recall were employed. The 
survey showed the following re- 
sults 

THEY LIKE 


Men Women 


pe pets 
: ‘€ c 

Wiping windshield 79.0 72.0 
Checking oil ..... 64.0 60.0 
Checking tires .. 63.0 49.0 
Cheerfy] attendants 53.0 61.0 
Trave] information 38.0 36.0 
Attr: ictive station 36.0 43.0 
Rest Rooms ... 36.0 56.0 
Mechanica] service 42.0 26.0 


ae some scattered) 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
ut SETTER SHOP, Inc. 


THEY DISLIKED 
Men Women 


c 
r 


Poor service (primarily 


“slow” service and 

“smearing wind- 

shield”) . peongne 19.0 9.0 
Pressure selling 12.9 is 
per eene antes checking 5.9 4.5 

endants’ manners. 5.4 4.1 

Re st room and station 

deficiency pene RNs 42 6.5 

(Also some scattered) 

some gave more than one answe 

All percentages are based on the total 


number of interviews not tot: 


ons 


Sackley to N. , * 


Chicago Show Printing Company 
has transferred John B. Sackley, 


from Chicago to New York 


Reiss Gets Rockingham: 
Handles E-Z-Do Program 

Rockingham Marketers, Harri- 
sonburg, Va., has appointed Reiss 
Advertising. New York, to handle 
advertising of its turkey products 
Magazines and direct mail will be 
used. 

Decorative Cabinet Corporation, 
New York, has inaugurated a 15- 
minute daily program on Station 
WOR, Newark, for its E-Z-Do 
wardrobes and chests. Reiss directs 
the account. 


Explains Red Cap Fee 


The Pennsylvania Railroad is 


using 225-line newspaper copy to | 


explain that the new uniform 
charge for red cap porter service 
permits the carrier to maintain a 
uniform wage basis 


Pennzoil Launches 
Newspaper Drive 

Approximately 
advertisement 
week for 12 weeks to push t 


y will emphasize 
* which has been the 
of all Pennzoil advertising for more 


>» newspaper campaign will tie 
in with other Pennzoil national ad- 
zy, highway signs 


of-sale material. Fuller & Smith & 


Sawyer Appoints Buckley 


Sawyer Biscuit Company, 


Organization, 


B & O Copy Features 
Summer Vacations 


Summer vacations to the West 
re being featured in a three-month 
newspape1 advertising campaign 
through the Eastern territory by the 
Baltimore & Ohio railroad. Theme 
of the advertising enters on the 
free service of the railroad’s travel 
bureau in aiding vacationists to 
plan a complete vacation, making 
hotel and railroad reservations and 
outlining an itinerary 

Richard A. Foley Advertising 
Agency, Inc., Philadelphia, is in 
charge 


Masback Names Mack 


Masback Hardware Company, 
New York, has appointed Norman 
A. Mack & Co., New York, to direct 
its account 


ag 
KK 


Wabash 8655 


schedule. 


Sa NEW ENGLAND'S 


Audience Count 
Goes UP 


--in Summer! 


ND sales figures go likewise. Here's why. 
New England's temporary residents spend, 

in these six states, | 1°/, of America's entire an- 
nual vacation fund—or an estimated $5,000,000 
—all within the 13 weeks of a short-time radio 


Adding 3,000,000 summer visitors (a con- 
servative figure for 1940) to the 5,982,273 po- 
tential audience of The Yankee Network makes 


— more prospects among vacationists 


—more sales to New Englanders who 
profit by this augmented income. 


Sell YOUR products thru radio —the one 
medium universal to everyone—everywhere. Sell 
thru the only radio network giving complete cov- 
erage of New England—The Yankee Network. 

Indications point to an all-time record sea- 
son for ‘the Playground of America.” 

Step summer radio promotions UP in this 
spend-able, proven responsive market, with the 
18 stations of The Yankee Network. 


THE “YANKEE NETWORK, 


EDWARD PETRY & CO., INC., Exclusive Niivenal Sales Representatives = | 


21 BROOKLINE AVENUE 
» BOSTON, MASSACHUSETTS: 
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mercials, made for Ivory soap in 


connection with the televising of 
he opening game between the 
Brooklyn Dodgers and the New 


York Giants, should be interesting 


tween innings when the _ pickup 
from Ebbets Field was cut out and 
the cameras in the studio trained 
on the announcer and his product. 
The program was carried by NBC 
and Compton Advertising supplied 
the commercials. 


announcer, was picked to handle 
the job. His props consisted of one 
dark rubber mitten for his left 
hand, a white rubber glove for the 
right hand, and three bars of Ivory 
soap. Here’s how the commercial 
looked: 


wearing white glove. 
with rubber mitten. Says: “It’s a 
white glove. And it’s so soft and vising Cherall. 


Ever See a Television Commercial? 


As a possible example of what!smooth. I bet you men fans like 


‘levision may do to commercial | your wives and sweethearts to have 
announcements, this candid study hands as soft and smooth as this.” 


one of the first television com- 


The commercial was used _ be- 


Ken Roberts, widely known radio 


Roberts helds up both gloved 
hands before the camera. Says: “If 
harsh soaps in the dishpan have 
your hands looking rough and red | 


Roberts holds up left hand, wear- Roberts uses hand wearing white 


| 
ing rough, rubber mitten. Says: | glove to point to Ivory soap. Hides | 
“Yes, sir. 
We're using it to give you baseball |“Change to Ivory soap.” 
bugs some idea of how a lady’s | 
hands can look if she washes dishes | ‘“In two weeks your hands will be 
with strong washday soaps.” 


It’s a rough, red mitten. hand wearing rubber mitten. Says: 
Roberts wound up his talk with: 


|softer and smoother—feel more like 
this (extended hand wearing white | 
| glove) How’s about getting Ivory | 
|for your dishpan tonight?” 
\Form New Maine Agency 


Sharpe - Marsh Associates has 


been formed with offices at 22 
Monument Square, Portland, Me., 
by Marguerite L. Sharpe, formerly | 
connected with the radio program 
“Margie Goes Shopping,” and Her- 


agency specializes in sea food ac- | 
counts and publishes municipal 
greeting books. 


Advances Turner 

Van Turner, editor of Chewall, 
has been made. sales 
manager of the Chek-Chart Cor- 


: : : : poration, Chicago. The Cheall di- 
Roberts holds up right hand | vision editorial staff is being en- 


his new duties in addition to super- 


Ray Dady 
and his 


“SIDELIGHTS 


bert H. Marsh, feature writer. The | 


promotion | 


Hides hand | jarged and Mr. Turner will handle | 


Getting Personal 


E. C. Faustmann, president of Royal Typewriter Co., was guest of 
honor at a testimonial dinner to mark his 30th anniversary with the 
company. He received a silver tray bearing the engraved signatures 
of department heads and executives. . . 

It happened at the NNPA convention: Kenneth Seibert, Provi- 
dence Bulletin-Journal, was chatting with Kenneth Crain, ADVERTISING 
AGE. Along came Kenneth Johnson, Boston Transcript, which should 
have made it enough Kens, but up stepped Kenneth Mason, N. Y. 
Sun... 

Duncan A. Dobie, Jr., Eastern a.m., Dell Publishing Co., has leased 
an apartment in Castle Village. . . Radcliffe Romeyn, v.p. in charge 
of the N. Y. office of Geare-Marston, took himself a wife in Florida 
last week but is back on the job nonetheless. . . 

At the Sales Executives Club luncheon at which Jim Farley was 
featured, I. S. (Stick) Randall, Eastern s.m., Transcontinental & 
Western Air, donated as an attendance prize a 200-mile flight for 21 
people. The winner was Redmond Tobacco Co.’s Bill Redmond, who 
had himself 
contributed 
1,200 packs of 
special cigar- 
ets bearing 
the club insig- 
nia and Far- 
ley’s picture. It 
was Bill’s sec- 
ond prize in a 
month. . . 

John F., 
Royal, NBC v. 
p., leaves May 
12 via Clipper 
plane for Rio 
de Janeiro to 
complete final 
details for the 
South Ameri- 
can tour of Ar- 
turo Toscanini 
and the NBC 
symphony or- 
chestra. 


IT'S ALL A MATTER OF MUGS 


Al McKelvy, who recently resigned from BBDO, Minneapolis, 
to head his own company making Seaforth toiletries for men, 


BB DO >S hands Jack Cornelius, his former boss, an old-fashioned Sea- 


forth shaving mug. To the initiated, the empty mug is a 
Tom and Jerry cup. 


John A. Thom- 
as is a bride- 
groom - elect. 
Besides his agency work, he edits the “After the Theater” column in 
New York theater programs. . . Roger Faweett, ace trapshooter and 
v.p. of Fawcett Publications, is vacationing for a fortnight at Pine- 
hurst’s Carolina Inn. . . 

Carroll M. Carroll, classified a.m., N. Y. Times, is a honeymooner 

. Looking forward to a date with a preacher is Herbert M. Stein 
of A. W. Lewin Co., Newark agency. . . 

Henry Simler, president, American Writing Machine Co., is off on 
a business swing around the country, utilizing the planes. He's the 
father of the Forty Plus movement to find jobs for men over 40, 
and to break down employer prejudice against men over that dead- 
BO, 2 « 

When Elsa Lang of the N. Y. Herald Tribune was making a 
presentation before the National Newspaper Promotion Assn. conven- 
tion, she required the assistance of a man in holding a large chart. 
The volunteer was Ivan Veit of the N. Y. Times, retiring prexy of the 
group, who cracked, “This is the first time I’ve ever helped make a 
Tribune presentation”. . . 

Ray Calkins, president, Calkins & Holden, has learned the penalty 
of taking up arms in defense of advertising. When his young 
daughter returned from school recently openly sceptical of the promo- 
tional art, daddy looked into the situation and registered a protest. 
The result? He was elected to the local school board, thus adding 
one more job to his many extra-curricular assignments. . . 

C. C. Younggreen, exec. v.p. of Reincke-Ellis-Younggreen & 
Finn, has returned from a sojourn in Cuba and Florida where he went 
to recuperate after an illness. He looks like his old self again, so the 
trip must have done him a lot of good... 

Mr. and Mrs. T. N. Tveter (Erwin, Wasey) are joint executives of 
a new account named Ronald Clyde Tveter, born April 16, and tipping 
the scales at 7 lbs., 4 ozs. It’s the second boy. . . Lionel M. Kaufman, of 
This Week, and Mrs. Kaufman are mighty proud of Susan Doris, who 
came to their house to live recently. She's their first child. Mrs. 
Kaufman is the former Doris Buhler of New York and Columbus, 
oe. «i 

Recent altar-ations: Kenneth Burke, national advertising manager 
of the Albany Knickerbocker News, and Mildred C. Fisher, Albany 
advertising counselor, were married by the Rev. Kenneth B. Welles of 
Westminster Presbyterian church. . . Helen E. Buckley, secretary of 
Charles Blum Advertising Corporation, Philadelphia, for several years, 
has resigned and after her approaching marriage will live in Bermuda. 
She has been succeeded as secretary by Walter M. Michener of the 
copy department. . . 

Dr. Robert L. Swain, editor of Drug Topics, has been selected by 
all living past presidents of the American Pharmaceutical Association 
to receive pharmacy’s highest professional service award for 1940, 
the Remington medal, which will be bestowed on him next fall. . . 

Among those named as judges in the third annual Father’s Day 
advertising competition of the New York Sun are E. R. Dunning, Ayer 
v.p.: H. K. MeCann, McCann-Erickson prexy; Raymond Rubicam, 
Y&R head man; Alvin Austin, v.p., Austin & Spector Company; 
A. C. Buckingham, v.p., Cluett Peabody: Sidney Garfield, pres., 
Hirshon-Garfield, Inc.; Ira A. Hirschmann, v.p., Bloomingdale’s, and 
Elmer Ward, pres., Goodall Company. . . 

Ed Grossfeld, a.m. of Baskin’s, Chicago clothing chain, left on 
May Day for three weeks in Mexico. . . Eddie Richer, ad boss at Hart 
Schaffner & Marx, is still tickled pink over the seven-foot sailfish 
he hooked off Key West a few weeks ago, on what is alleged to have 
been his maiden deep-sea fishing experience. . . 

Norman S. Rose, a.m., Christian Science Monitor, and president 
of the Advertising Federation of America, is on a business and vaca- 
tion trip to the Pacific Coast and Canadian Northwest. . . G. F. Hoppe, 
insulite Co. a.m., got a head start on the fishing season by hopping 
across the border to Fort Frances, Ont., to greet the opening of the 
Ontario season April 27, after visiting the Insulite plant at Interna- 
tional Falls 


ee 


Huge Replacement 
Market Disclosed 
byN. Y. Survey 


New York, April 30.—a va 
|placement market in home « 
ment has been revealed by 
vey among its readers made 
|New York Herald Tribune 
|study, called “Autobiography, 
|Market,” has been in preparat 
‘for more than a year but complet 
|details of all results were releasea 
w+ 

By sampling a group of 4,009 
lreaders who had sent inquiri 
\the various reader service depart. 
iments of the paper, the Triby» 
‘found that the average age of 
pianos is 15.4 years, sewing ma- 
chines 12.1, washing machines 63 
vacuum cleaners 5.5, ironers 3: 
refrigerators 5.0 and radios 4.4 


List Preferred Brands 


Most popular brands of thes 
products were found to be Stein. 
way pianos, Singer sewing ma- 
chines, Easy washing machines 
Hoover vacuum cleaners, Thor iron- 
ers, General Electric refrigerators 
and Philco radios. 

Preferred brands among grocer 
products include A & P coffee, Ke|- 
logg’s dry cereal, Quaker Oats 
among cooked cereals, White Rose 
tea, Gold Medal flour, Swans Dow: 
'eake flour, Gulden’s mustard 
Campbell’s tomato juice, Heinz 
|eatsup, Hellman’s mayonnaise and 
|Lux toilet soap. In bottled bever- 
lages, Hoffman’s was mentioned » 
57.5 per cent, Canada Dry by 18 per 
‘cent, Coca-Cola by 7.7 per cent and 
, Yukon by 7.1 per cent. 


Study Store Preferences 


One of the most interesting sec- 
|tions of the study was devoted to a 
comparison of the reader preference: 
for department stores with the ad- 
vertising linage placed by thes 
|stores in the Herald’ Tribune 
Macy’s, Lord & Taylor, B. Altman 
and Wanamaker’s ranked in that 
order in both preference and ad- 
vertising linage. 

Among other findings disclosed 
were the amount of money readers 
in all age groups spend for specific 
types of merchandise, and the num- 
|ber of products of each grou; 
bought annually by the averag 
reader. 

It was found that 84 per cent o! 
the families serve liquor in thei 
homes, with rye, gin and Scotch 
closely grouped in that order for 
greatest popularity. Brand pret- 
erences in various types of |iquo! 
were closely grouped in bourbon 
‘led by Old Grand Dad, and brandy, 
led by Hennessy. Calvert and Sea- 
gram were ranked almost togethe! 
among ryes, Fleischmann’s and 
Gordon’s among gins, Teacher's and 
White Horse among Scotches, anc 
Schaefer and _ Ballantine among 
beers. 


tions in LARGE SIZE and 
FULL COLOR in low cos! 
Newscolor broadsides. Plenty 
of space to tell a complete 
and dramatic advertising 
story. Manufacturers of con- 
sumer products are using 
Newscolor by the millions-o!- 
pieces. How about you? 


SHOPPING NEWS 


WNewscolor “Division CLEVELAND 


| Show your product illustra- 
| 


to. 


Pec 
first 
the F 
Club 
confe 
than 
exhik 
ices, 
talks 
after’ 

Fe: 
eon \ 
tor 0 
ing ¢ 
of tl 
Vote! 
tive 
Crow 
pany 
at tl 
tract 
while 
inclu 
ness 
the ] 
and 
TISIN 

A 
ness 
ous] 

Th 
ness 
ferer 
or n 
wive 
are ( 
ous 
and 
publ 


derf 


N 
me! 
Mer 
Lak 
das 
dire 


— 


a “a on i. Sa — nee ‘ a ee: age "eh a a a te ee ERS BES. Fe Se se E , 
: ? ie . ? ae S eet . f ‘4 ¥. ; BK: j oir as a # Fs ‘ . a Mins - , : a . a bel s ; p, rs ee é sa i ata P x g = m rsa a d 
‘ = a PO 
lies NT —— — ee rm een me I ee eR May 
iy ee : 
ee Pe 
= ee 
Fs ti 
C3 ee 
a = 
pad = 
: i . : = “sf Lees — od Fa 
>. . eee ers i } ; f 
SE | ght as 
ee pees ee =F ws 2 vt 
i e. el ‘Y An = Sg 
wo La " aa 
» , 
i ae = > 
. AT Ee 3] 
a 4 ob ier 7 ’ 1 
+ ead bn " Ae a 
7 Sa Se ‘eee. & a ntl a, 
ae a ie a. ‘ Tm zm tg i a 
a | 
7 ee 
: oe 
a i 4 ' ' . ee wk % : 
a ; : | a Me De : 
, ‘v4 | mak . Oo} a es 
/ =i a. 28 F® § 
’ 7) vt poe Kis. oe ia ee a og 
: ye oes aes a! ns ES oe | 
r fe: Gees — a eae 
. A eas? m Z me? a ae ee. | ile “' . vapid ¥ | 
, se rye ge ‘ A a. p4 
J é. at " an) i ‘ Te, é : ‘.. : a ee . 
Se tee: Ul ki aa , ia 
e eel at ee ka ) 1 
: Ber ' . q ba . oe -, al ¥ 6 i a . 
Zz 
it si! 
i own 
ia busi 
E. 7 they 
of A 
: | belie 
7 ee ae 4 Gri 
¥ Po See 2 
aes G 
Be oak aged ‘ tion 
. Boyt at | a tisi 
aa. ie 7 rh 
: » oe ee: tive 
a i‘ ng we § : # ' “66 a. | T 
i bs a: q = — ' 
os ve i 
a |_.._ 
ee sa Le ae eee — | 
tb ee re Bey Sie ot eee “ 
Soe oe a co ee Con 
| : T. I 
bee! 
folle 
Blo 
Mr 
of 
m4 
den 
gee SSD 
; 7 . R 
a 0 
: a” ; ‘ ~ x ES : 
: 
i _ 
: — , | : *\ = 
- — | = «a "4 
. Pe , | ———— - 4% 
L | \ 
i the NEWS” ae = Ne 
‘ q * 
“ on aes | So 3 "\) 
~ 4 we , with 
Ta a 
: 7 lili ey as, 
7. ; a ae & > Pe we - 
P Se : ae ea 3 
Pf ee | —— 
| ia Berea | “i | 
7 be a ; ; | 
“ae ’ = a bs ta rr , ae 
J 4 , y : 3 | a | 
Boe , —m “e el 4 4 4 he a a . - 7 | | 
om a st. LOUIS KWK FEATURE — | | 
os 7 mat a ; a 
' . for more than 5 years a oe 7: 
—- a ae EE Ee EEE a ll 
. Ee es 
oper : = 5 me fa 3 a alll eR; i » as Wapeae Was a ag sa ee cs % a : rt oe Sn ies BY, " ee st ees . Badal ag ee - 40 ee | 
Q “~~ 4 ae , ts = . ee Pat gy r ey . Bi 4 =" i ons 3 3 Sick = é 22 a, g a oN ¥ “ . Me BF ¢ gt i hes eo < Be te Poe ‘ ae ¥ % i. Bae ss ae = Sa a . as 
ae chat e Sas a g : oy fe ee 4 , bn lpi oh. . aa. € a. a ee = a Se . = _— a rv ‘y oe * Pa y, | ape ee Nl eer a a et he eee 


Ais pag EI eS ebvgk os ; 2 ahs sp pie fe fy Bs 
~iph Pex Sab ¥, tao ae ee: cr te ee ye i bs ha ee —-_ "7 


ADVERTISING AGE 


Peoria Adclub 
Attracts 1,500 
to Consumer Day 


Peoria, lll.. May 1.—Essaying its 
frst “consumer meeting” Monday, 
the Peoria Advertising and Selling 
Club staged an all-day consumer 
conference which attracted more 
than 1,500 local residents to an 
exhibit of local products and serv- 
ices, as Well as to a program of 
talks which included luncheon, 
afternoon and dinner meetings. 

Featured speakers at the lunch- 
eon were C. C. Parlin, former direc- 
tor of research for Curtis Publish- 
ing Company, and Mrs. Joe Johnson 
of the Peoria League of Women 
Voters. Arthur H. Motley, execu- 
tive assistant to the president of 
Crowell-Collier Publishing Com- 
pany, delivered the principal talk 
at the evening session, which at- 
tracted a throng of several hundred, 
while other speakers during the day 
included local educational and busi- 
ness men, W. Dan Bell, manager of 
the Peoria Better Business Bureau, 
and S. R. Bernstein, editor, ApvEr- 
risInG AGE. 

A number of inspirational busi- 
ness movies were shown continu- 
ously during the course of the day. 

The principal trouble with busi- 
ness men, Mr. Motley told the con- 
ference, is that they have forgotten 
or neglected to see to it that their 
wives and families know what they 
are doing, with the result that seri- 


ous misconceptions about business | 


and industry have developed in the 
public mind. “Business has a won- 
derful story to tell,” he said, “and 
it should start by telling it in its 
own family: by explaining how 
business and advertising work, how 
they have raised the living standard 
of America to a point never before 
believed possible to achieve.” 


Graham-Paige Goes 
to Stack-Goble 


Graham-Paige Motors Corpora- 
tion, Detroit, has placed its adver- 
tising account with Stack-Goble 
Advertising Agency, Chicago, effec- 
tive immediately. 

The account executive will be 
F R Goble, president of the agency. 
Stack-Goble at one time handled 
advertising of the Hupmobile. 


Ryerson Succeeds Block 


as Inland Chairman 

Edward L. Ryerson, Jr., who has 
been vice-chairman of Inland Steel 
Company since it acquired Joseph 
T. Ryerson & Son, Inc., in 1935, has 
been elected chairman of the board 
following the retirement of L. E. 
Block, who held the office 20 years. 
Mr. Block has been made chairman 
of the executive committee and 


P. D. Block was re-elected presi- 
dent. 


Rosengarten to Agency 


Norton Rosengarten, national 
merchandising manager for the 
Memphis Press-Scimitar, has joined 
Lake-Spiro-Cohn, Inc., Memphis, 
aS account executive and publicity 
director, 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


“THE NEW YORK SELLING-PROBLEM”’ 


i 
whe 


pur 


There is no more “mystery” to the New York Market. Block-by-block 
in the City, town-by-town in the suburbs, the World-Telegram has 
microscoped the entire area. And the result is a qualitative analysis 
..« the first complete job of its kind -accuracy 99 a %! 


Over 166,000 unduplicated communications from KNOWN World- 
Telegram readers — 40% of this newspaper's circulation! — were studied 
in relation to unpublished data from New York’s Real Property 
Inventory. To check its own analysis, the World-Telegram retained 
five of the nation’s leading research organizations to make a cross- 
section “census.” 

After making more than 25,000 personal, at-home interviews, these 
noted researchers’ figures varied from our own by about 2/3 of 1% 
With such accuracy, the World-Telegram Block-by-Block Analysis 
was corroborated as to method, findings and facts. “99 SV oy % Pure!” 


This verified, detailed knowledge of the New York Market means 
increased sales to everyone who has an advertising stake in the Big 
City and its suburbs. For the World-Telegram’s Block-by- Block 
Analysis shows where its readers live and what rents they pay — vital 
information from which keen marketeers deduce buying habits, 
living standards and economic ability to respond to advertising. 


* * *. 


The World-Telegram’s Block-by-Block Analysis provides the new 
measure of the New York Market. This FLEXIBLE sales tool has 
many uses. With it you can spotlight a single city block or neighbor- 
hood, or a single town in the suburbs . . . or you can floodlight the 
entire market! With the Block-by-Block Analysis as a guide, you 
ean establish sales potentials, quotas, performance checks ... you 
can map outlets or salesmen’s routes. With the Block-by-Block 
Analysis you can solve any problem of selling to New Yorkers. 


BETTER THAN / 


ork 


Hew York City families paying 
$100 or more per month rent 


READ THE WORLD-TELEGRAM 


New York World- lelegram 


A Scripps-Howard Newspaper 


BY-OF-AND-FOR NEW YORKERS 


THE GARDEN CITY 
ACCURACY TEST 


In addition to numerous research checks in 
New York City, the accuracy of the World- 
Felegram Block-by-Block Analysis was veri- 


fied in various suburban localities . . . one: 
(,arden City in Long Island's Nassau County. 
This select suburb is designed for those 
people who require gardens and trees, broad 
lawns and golf links... yet want to be near 
fine restaurants, theaters, the better shops, 


the up-and-doing atmosphere of Big-Town. 


THE WORLD-TELEGRAM ANALYSIS 


Garden City presents a consistently high level 
of prosperous, buy-able families. Median 
value of owned homes is “over $20,000" . . . 
median monthly rental is $113. In- this 
quality suburb the World-Telegram Analysis 
showed 32.1% of these well-to-do families 


read this paper. 


VERIFICATION BY ROSS-FEDERAL 


Ross-Federal Research Corp. made a “census” 
of resident families in this high-rent area . . . 
reported that 32.70 “read the World-Tele- 
gram yesterday” — a door-to-door check within 


6/10 of 1° of our own Analysis! 


Such complete substantiation, repeated time 
after ime by other research experts in other 
localities, definitely validates the World- 
Telegram Block-by-Block Analysis. 


NATIONAL ADVERTISING DEPT. OF SCRIPP6-HOWARD NEWSPAPERS 
TWO HUNDRED THIRTY PARK AVENUE, NEW YORK . WY 
CHICAGO DETROIT MEMPHIS PHILADELPHIA SAN FRANCISCO 


MEMBERS OF THE UNITED PRESS THE ASSOCIATED PRESS 
THE AUDIT BUREAU OF CIRCULATIONS, AND MEDIA RECORDS. INC 


This is Nomber 5 of « series of edvertisements based on 
the findings of the World. Telegrams Block-by Block An- 
alysie of the New York Market. Our research in another 
area, corroborated hy another outstanding research or- 
ganization, will be described in the next advertivement 
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Series to Give 


within a reasonable period. The big | 
problem was not the percentage of 


Ralph Quinn of 


SET COPY STYLE 


tising Company, who died here 
recently, was the fourth son of the 


returns, but the number of those | : ’ : founder of the company, H. w 
filling out the questionnaires who) &N@uirer Dies Kastor, and had been 
F t Ad J had Bicones the. key pote ne Hy s s : with the company since 1902. ie 
acis on men S and particularly the salary ques- in Cincinnati was 70 years old when he died Ind 
tions, which were the “meat” of Cincinnati, May 2.—Ralph Hughes Starting in the St. Louis office, he 
S | d W k the entire investigation. Quinn, general manager of the Cin- afterward went to Kansas City to 
a ary an 1) It was with a great deal of jubi- cinnati Enquirer, and widely known open an office there and later came Tol 
lation that Mr. Phillips and his newspaper executive, died here | back to St. Louis. A son, Herman, 
(Continued from Page 1) committee, comprising Edgar Her- | today of a lung infection which had is connected with the agency in the Chi 
whether he is better or worse off |™@"" of Zenith Radio Corporation, | incapacitated him for a month. He New York office. storie 
than men who hold similar posi- Elon G. Borton of LaSalle Exten- | was 47 years old. | ¢ ing 1] 
tions in companies of similar size |S!0", University, retiring president) Mr. Quinn began his newspaper WILLIAM KIRBY HOLMES or fy 
and type throughout all industries. Ed Grossfeld, Baskin Clothing Com-| career at the tender age of 14, when | Philadelphia, April 30.—One o; by ea 
Last fall the Advertising Man- | P@"Y, and incoming president W. A.|he organized and published a \the veterans and also one of the too ' 
agers Club of Chicago, undeterred |9i™s0n, Borden-Wieland, discov-| weekly at Corydon, Ky., his birth- |stalwarts of the photo-engraving tenth 
by the obvious difficulties involved, ered that almost every questionnaire | pjace, and in the 33 years since that lindustry died April 13 when Wil- at th 
decided to see what they could do | Which had been returned was filled ‘time rose to unusual heights in the | liam Kirby Holmes, with the Curtis unsea 
toward gathering material of this | OUt in great detail, and that approxi- | pyusiness management of news- | Publishing Company since July. visito 
nature, dealing with themselves and — ™ ar ¥ —_ the returns | papers. | 1899, passed away. He was man- ness 
their fellow workers in the vine- | Included specific salary figures. After serving in editorial, circu- lager of the company’s engraving that 
yards of advertising. The members| Tow Questionnaires Were Sent jottem and business capacities on division for many years and played to its 
of this organization—probably the | several Kentucky papers, Mr. Quinn a prominent role in engraving de. est V 
only group in the country composed | Apparently advertising managers | became advertising manager of the velopment. He entered the indus- An 
exclusively and entirely of adver- | throughout the country were eager | Cincinnati Enquirer in 1914, leaving try in 1880 when he was inden. the s' 
tising managers — determined to | for information of this kind with | that paper in 1920 for his only non- . jtured to Crosscup & West as an natio! 
learn more than had ever been|reference to the whole field, and|newspaper post, as sales manager tar ry meets = = = | apprentice wood engraver. He was ware: 
known before about advertising| were perfectly willing to contribute |of the Cunningham-Holmes Pierce | ee ae pF me 6 ’ | elieved to have been one of the of 0 
managers, their work and their |toward its collection, under thor-|Arrow Company of Cincinnati. 9 3: \last persons in the country to be aware 
status. And the one thing they oughly acceptable safeguards, of He returned to his favorite field indentured in this trade. more 
wanted most to know was precisely |course. As a consequence, the com-j|the following year as national ad- Charles Re nolds nee ently 
the one thing they were afraid|plete mailing of approximately |vertising manager of the Cincinnati | Y , Agency Seeks $22,000 merc! 
they would be unable to get—actual | 5,000 questionnaires was made in| Post and four years later went to F E 4 A use fi 
dollars-and-cents salary and bonus | the fall of 1939, addressed directly Washington as vice-president and | ormer xecutive from Citrus Exchange of e 
figures. |to the advertising managers of the | business manager of the Washing- | of GOA Is Dead Leche & Leche, Ine., Dallas name 
fo Galery GQuestl first 5,000 companies in the alpha- |ton Daily News. — lie agency which three years ag sil C 
SRIAry WuSsuens | betical index of the Standard Ad- In 1929 he resigned to accept the} New York, April 30.—Charles A. launched Texsun and Tex-Maid as Cann 
The questionnaire they finally|vertising Register (approximately | position of vice-president and busi- | Reynolds, formerly executive vice- nationally aye teem —s Ol the Gene 
devised contained approximately 40| half the names in the book), thus|ness manager of the Casinnal nana of General Outdoor Ad- Fag yin erento Ratio gary soll-\ 
questions, all of which concerned | ssuring as perfect a cross-section|Post, becoming president of that|vertising Company and_ business | },. against the Rio Grande Val. Enan 
the personal affairs of the advertis- | of the country and the various types|paper in 1933. After heading the|manager of the Brooklyn Daily ley Citrus Exchange and its 14 af- Nobli 
ing manager, and all of which could |and sizes of businesses as could be| Post organization for three years,| Eagle, died at his home in Darien, | g]jated local associations for a debt ingto’ 
be answered without reference to | set up. | Mr. Quinn returned to the Enquirer|Conn., yesterday, allegedly a sui- | of $22,187.43. Copp 
personal or business records and| More than 500 questionnaires|as general manager in December,|cide. He was 53 years old. The agency was granted a re- a fev 
without querying co-workers; but| were returned, and just under 400/|1935, succeeding W. F. Wiley, who| He held several Wall Street posi- | straining order by Judge Paine L 
it did ask, without equivocation: |of these included adequate and de- | became publisher. |tions before joining GOA in 1930. | Bush enjoining the Exchange and 
“What is your present salary?”;| tailed salary information. For pur-| A prominent figure in civic and|He left the outdoor field in 1932) its associations from distributing WI 
“What was it in 1938?”; and, “How | poses of tabulation, only those which | business circles, Mr. Quinn lent his | when he became a large stockholder | @PY funds a in Dallas buzzi 
much of a bonus did you get?” had supplied salary data were con-|support to numerous movements in|in the Eagle, and served as chair- | — eal Pee og ge 3,000 plane 
Fearful that answers to these bold|sidered, and even in this case it|the publishing, advertising and civic|man of the board and _ busines: ran et! ny growers aa affected Mills 
financial questions, which required |became necessary to winnow out| fields, and belonged to a score of |manager of that paper until 1934. by the order. The agency alleges ADVE 
an actual dollars-and-cents answer, | an Rasa wos number who identi-|business and social organizations. | _ the debt is delinquent and the Ex- 
would be impossible to obtain, the | fiec themselves as _ advertising| He is survived by his widow, a son, | change is about to put its funds be- relat 
committee made a test mailing to a| managers of newspapers and peri-| his parents and a sister. | Waaeee S. RUGG : _|yond its reach, and also that th indic 
small cross-section of the proposed | odicals, or who were heads of busi- Funeral services will be held | Pittsburgh, April 30. Walte: 5 | Exchange is in imminent danger ot expe’ 
list, designed to check the probable |nesses or executives of companies | Saturday in the Clifton Methodist Rugg, retired | vice-president = insolvency, that its affairs are be- the ¢ 
quantity of replies, and, even more | which did no advertising, ete. Episcopal Church, of which he wa | Westinghouse Electric & Mfg. Com-| ing mismanaged, and that its prop- oper: 
important, the extent to which the Complete details of the resulting |a trustee ws died in New York Age - jerty and funds are being misapplied One 
questions would be answered. analyses, with charts and_ tables, | . of a heart attack. He hae a4 —* | oa ay ° said 
The committee felt that a return| will be published by ApverTIstING old. Mr. Rugg joined Westinghouse | Appoints Brooke, Smith retai 
of 10 per cent would be about all} AGE in a remarkably informative Chambers, Creator “ —y ne se vie a Cornell 'N| Sparks - Withington Company moto 
it could hope for with a question-|series of articles beginning next t amie te painter roe sa dea | Jackson, ee ogee 4 of radios er = 
naire of this intimate nature, and/week. The first of the series will f R P ee wee ee eee oe te rile NOTTS, — ee — 
so it was not unduly disturbed| present a broad general picture of > Nera = or gg Be ee ee ee — . fp sears = att 
when its test mailing brought a re-| what might | be called “Mr. Aver- ‘Copy Style, Dies pen! in 1925 was elected vice-presi- prion A phe grr iten rary - bn 
turn of slightly over 9 per cent{age Advertising Manager,” with | meals “4 -_ | lused t ‘omote new products to 
Saat ae “Be New York, April 30.—Frank R. — used to promote n I chase 
| personal data applicable to the Pinetaiees stelaniae of thn citer. be announced in connection wit! oa 
|whole mass of the material gath- ENNSTS, OFlgeer OC ; - = sa ; HENRY BUSZ, JR. |the company’s 40th anniversary cost 
FREE with your jered. In subsequent articles an- sational and subdued type 0 retail Chicago, May 2.—Funeral serv- | a - that 
first Order ° lalyses will be made of advertising | @¢Vertising copy now widely used, | ices were held here today for Henry | Pioneer Rubber Moves breal 
Jor and Brush FREE with your first order | managers in specific types of com- | died a sl nage ot Epona ve |Busz, Jr., commercial artist, who Pioneer Rubber Company, manu- [= 
ast Soudonthda tienen wan a7 |punies, companies doing a large or | — So oe Mis ie Sas ‘died suddenly Monday of a heart fsacturer of advertising balloons, has Race 
per gal. postpaid. For Friskets use $ $ Spe- ;small volume of business, spending ae fo nde i Rogers eek Paved seas attack. Mr. Busz, who was with | moved its New York office to larger an 
cial Frisket Cement, $3.50 per gal ljarge or small sums for advertising, | ; 1874. “il ? pany’ | Bendelow, Proebsting & Associates, | quarters at 200 Fifth avenue. with 
> RUBBER CEMENT CO. | ete. ja ets ‘a 95 years ago. Mr,.| 8s Stricken in the new quarters of ra t 
_/ 3438 No Halsted St, CHICAGO, ILL te Until about 25 years ago, | "-\the art organization at 307 N. — 
Chambers personally wrote Rogers : : ; f for 5 
Two Name Bass-Luckoff Peet advertising. In an era of Michigan avenue. A lettering > sya The 
. . , jexaggeration and overstatement in pars, Se joined the company Sve 
Mohawk Liqueur Corporation, | aig ir _| years ago after service with several — 
. | Detroit, and the Michigan State | COPY: his pieces were notable for other studios and a period as a free = 
- & | Fair have appointed Bass-Luckoff,|their restraint. He insisted that lance. He ne ge 50 vears old. 
'Inc., Detroit, to handle their adver- | understatement constituted a sound ~ pith st 
| tising. The former will use news-|selling principle. 


FRED W. KASTOR 

St. Louis, April 30.—Fred W. 
Kastor, head of the St. Louis of- | 
fice of H. W. Kastor & Sons Adver- 


|; papers and painted bulletins, while 
the latter will use radio, outdoor 
and newspapers, together with 
| variety of advertising novelties. 


Annually CONGRATULATIONS 
opens the doors of over 300,000 


Use of artwork In newspaper 
advertising placed by retailers was 
“/unusual in his early years, but he 

used illustrations from the very 
| first. Many of them were humorous | 
drawings which had no connection | 
with the merchandise offered for | 


a young families. 
sale, and he builded well that 
| Rogers Peet copy today is strikingly | 


m™ 6| DISPLAY IDEAS |: 2 AD MEN RAVE OVER ATLA 
i i ce ee PACILITIES | pane CREATION! 


— | 


st) 


One of Chambers’ favorite 


a a ge I Bigy, Pant sage a recollections of his past years as a ( 
j 3 S - just a fem ‘ j i i 
. chanical and knock-down displays — perations copywriter was that he once hired The New ATLAS Display Print 
made of paper, boards, fabrics, wood, ®@ Laminating & Mounting John Barrymore to draw cartoons I 
: = metal, glass, or cellulose. We make ® Color Processing for the advertising. Before the actor : . ° " ue . 
‘ everything in displays, from a small @ Flocking followed family tradition by under- is going over with a "bang" with Ad and Display men from ” 
poster to a complete window setting, ® Fluting taking stage career, he studied coast to coast... and why not, now that Atlas Display Prints b 
from light assembly to heavy construc- ® Scoring, Creasing art P ; y 
oes tion. We offer a complete service to Another of Mr. Chambers’ adver- are so economically priced! 


“ national advertisers for all point-of-sale 
— and promotional displays. 


BOOKLET tising innovations was the offer of To Give You An Idea ‘ 


money back if not satisfied. Years 


f Writ : : ‘ kon od . 
, Secure the advantages of high speed ch ae Pew before this was common practice of the scale of prices and quantities, 10 Dispisy Prints enlarged ‘o d 
“4 production on our automatic machines. materials booklet. Let's get he decided that such a policy was 24” x36” from one original $1.70 each—25 at $1.40 each—othe: it 
ite Secure real savings on your display acquainted! For aid in your ——— in maintaining proper quantities and sizes in proportion. Color is not restricted to black, but q 
work by learning of and using our facil- display problems, for a low relations between store and cus- AT NO ADDED COST can be brown or red on white. Write or phone 
ities. quotation on your planned tomer 
: . Atlas. 
isk for samples of “FLEXIT’’—the lat displays have one of our Mr. Chambers became president 
icrelopment in curvatures representatives call. Phone of the company in 1912, advancing 


Delaware 7077. to chairman of the board soon after 
this country entered the World War. 
Twice he emerged from retirement 


he GREGGORY, INC. 8 E. KINZIE ST., CHICAGO) Zoic oases one 


ar resume the presidency 


Only ATLAS Makes Display Prints ; 


ATLAS PHOTO COPY CO., 520 N. Michigan Ave., Chicago, Whitehal! 7575 
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. of the premium in its stores, a plan|rubber tires. Direct color photo- De t use Nam . 
Premium Show which offers some difficulties to| graphs were used by H. R. H. Pre. | ogre N wend re Heads Business 
advertisers who do not control re-|miums, Moberly, Mo., to lend sex ‘Smi anager aper Editors 
" s tail outlets, but which will doubtless | appeal to its hosiery. Stockings, no | Lee & Smith & Son Mfg. Co., Paul Wooton, Washington corre- 
Indicates Swing be applied by arrangement with|matter how sheer, seem to have | Pittsburgh, dental supply paler, | Spennans, eewaw-iie Publishing 
dealers if the swing toward quality } }j ‘ ” pss i » ;, |has appointed William H. Smith,|Company, Inc., has been elected 
premiums continues. . , ae — omg ep -ogte ‘? | formerly advertising manager of | president of the National Confer- 
. 1eir natural setting, and the photo- | pennsyivania Construction Digest,,ence of Business Paper Editors, 
oward Quali New Radio Appeal graphs provided the missing ele- | as advertising and sales promotion | succeeding Roy V. Wright, editor, 
ment. manager. | Railway Mechanical Engineer. 
The fact that in the premium eam When the company observes its | Other officers are James G. Lyne, 


Chicago, May 1.—Some _ tall|field ideas are everything was again Z diamond anniversary next year an Railway Age, secretary-treasurer; 
stories of how advertisers are lift-|illustrated by the success reported A&P Advances Hendrix expanded advertising program is | Frank G. Steinebach, Foundry, 
ing themselves by their bootstraps,|by Mastercrafters Mfg. Company,| Milton Hendrix, assistant adver- P!@nned, using business papers and ID Ee He ry -— Sidney 
or flying in the face of the old saw | Chicago, with its “Melody Cruisers” | tising manager for the sales depart- ,“"ect mail. t= hg dee : an Be 4.4 Metal- 
py eating their cake and having it|and airplane clocks. The cruiser ment of the Atlanta branch of A & ——_ ---- pote of ungineering, Eastern vice- 
too, were going the rounds of the|has a Majestic radio for its hull and |’ Food Stores, has been prometed | Appoints Horton-Noyes ee 
tenth annual premium exposition|employs chromium sails which | advertising manager, succeeding . Edwards Na Ad 

he Palmer House today as an|/serve as an aerial. The airplane Allen Suepnens, who rocemiey hes on Amerionn Optical Company, r mes ams 
at t d ‘ ; 7 - 2 advanced to assistant to the sales |Southbridge, Mass., has appointed Deborah Adams has been ap- 
unseasonable = snowstorm forced | clock is an ordinary time piece in-|qirector for the Southeastern divi- Horton - Noyes Company, Provi- | pointed advertising manager of J. 
visitors to attend strictly to busi- serted where the propellor usually | sion with headquarters in Jackson-|dence, R. IL, to handle advertising | Edwards & Co., Philadelphia, maker 
ness. This et egy oe Thr mene appears in a plane, complete to real | ville, Fla. for the sun glass division. of misses’ and children’s shoes. 
that the exposition wou lve up 
to its past record of doing the larg- 
st volume on the third day. 
: Another impressive feature of 
the show was the large number of 
national advertisers displaying their 
wares. After buying the products 
of other advertisers for use as 
awards in sales and dealer contests, 
more and more marketers appar- 
ently are realizing that their own 
merchandise is equally adapted to 
use for the same end. The roll call 
of exhibitors includes such big 
names as Aluminum Cooking Uten- 
sil Company, Autopoint Company, 
Cannon Mills, Corning Glass Works, 
General Electric Company, Inger- 
soll-Waterbury Company, National 
Enameling & Stamping Company, 
Noblitt-Sparks Corporation, Rem- 
ington Arms Company and Revere 
Copper & Brass, Inc., to list only 
a few 


- 


a minute 
to refresh 


Oil Company Plan 


While the exposition hall was 
buzzing with comment on the air- 
plane deal being used by General 
Mills, Inc., and recently reported by 
ADVERTISING AGE, other equally 
spectacular success stories were 
related. Some of them seemed to 
indicate a strong trend toward more 
expensive premiums, particularly in 
the case of oil companies and others 
operating their own retail outlets. 
One oil company has adapted a plan 
said to have had its genesis in the 
retail field. In this instance, the 
motorist who buys five different 
services offered by the company’s 
stations is permitted to purchase a 
“Pin-It-Up” lamp for 69 cents. 
While the ordinary retail value of 
this lamp is described as $1.95, pur- 
chase on a huge scale reduced the 
cost to the oil company so sharply 
that it is believed to be at least 
breaking even, and possibly making 
a small margin. 

Kroger Grocery & Baking Com- 
pany utilized the same premium 
with great success, selling 400,000 
in three days, according to the 
manufacturer. It offered the lamp 
for 59 cents with any $1 purchase. | 
The key to its success was display | 


On your © 
shopping list... 


HERE are some recent examples of 
these popular 24-sheet Posters for Coca- 
Cola. All designed by D'Arcy Advertis- 
ing Company, Inc. . . . All produced by 
the Forbes SEBROF Process. 


PRINTING 


AGAIN we say: The difference in cost 
between the best and the poorest in 


posters is but a minute fraction of the 


LD pctchtctease service is | 
~/ complete —Ad-Setting, | total posting cost 
Engraving and Printing. You ’ ' 


can use one or all as required, 


AND, again we say: Forbes SEBROF 


Posters are the finest posters you can buy. 


but all are here ready to serve 


you. Experience proves that 


there is often a distinct advan- 


tage in having your typography 


done where you can get engrav- | cg ’ . 7 is E ail | T H 0 G R A p H C 0 uw 
ings and press proofs in any es ; : : 4 
quantity. Phone Wabash 7820. 4 i e : 4 ; 

A Pwmemen Is le BOS TUR 


Faithorn Corporation + 


$06 Sheena Seek, Geen, titel a ee a ee 2 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 
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. > ‘with attempts to exert pressure a . e o 
, THIS WEEK 
IStributor Called — sxsinst savertisers whose copy ap- ndex ot Reta ctivity in 
: | Pears in the proscribed media. The 
a . New York Society for the Suppres- 80 I rt t M k t 
ie Key fo Cleaning sion of Vice is also extremely active | mpo an. ar e Ss 
; and only last week was _ instru- 
se mental in having seven publications Based on totad retail advertising volume is ali newspapers 
* removed from circulation. = (Copyright, 1940, by Advertising Publications, Inc.) 
ewss an § That the Catholic organization is 
succeeding in enlisting the support 
of secular groups was indicated by 
Concerted Pressure a communication addressed to 2 wl oe Ps SRRRRREREE 
to Curb '"'Lit + '" |g Bishop Noll, head of the activity, 
irerature s ; : 
U d by Burton A. Gaskill, Grand Sire +20 aS ES | 
rge of the Independent Order of Odd 
A ° +15 + - 
|Fellows, which claims a member- 7 
New York, May 2.—Concerted ship of 1,500,000 through 2,500 +10 = oe —_ se 
pressure by leading magazine pub- | todgen. Lauding the objective of +8 ~ ch B! ae nae - 
lishers on wholesale distributors|the campaign, Mr. Gaskill prom-| | -agr S 
- throughout the country was recom-|ised to line up his membership and YEAR 
yesh mended here this week as the most |to present the activity formally at -S/ tt ft t-p 4b eae eee es wilhodhs 
: practical step in removing from /|the I. O. O. F. convention scheduled -” +} 25 (S52 55 a28 | 
r # newsstands the mass of objection-|for Minneapolis next September. -15 fn ae Gas Ge a Oe es ee ee es ee ee M1 ++ —+-++ 
able “literature” that has brought |He also told Bishop Noll: -% SSaee' SS SSSR R SSeS S ' 
in its wake a steadily rising tide of Seeks Fraternal Aid + ae Saaees ry | wider < 
Se ree “I have been in communication +t LH | Sener 
: : ‘ av é + - 
Despite the fact that publishers|_. < , ae Layout 
in the pulp field indicated thei with the heads of a number of fra- —$—+—-+-+-4— 4+ -t 4 — 4 | studio, 
a : © ternal societies of the United States Lit) Box 30 
awareness of the problem in hand, | \joce membership, in addition to a eee Oe i eC OO nO eee NS SS it PROFY 
aa ne . aeene"s P 
there nt pei to be no move for ours, would certainly total 3,000,000 JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER years, 
concerte action along the lines|men and women. They seem to be —. a | 
suggested in one of its own maga-|favorable to my suggestion to aid % Gain % Gain thet 
zines recently by Munsey Pubhica- your cause. It is my thought that 17-Week 17-Week 17-Week or Loss or Loss vations 
tions. Publishers queried on the we should have a front of at least _—€ pestes Posted 1940 1940 B sae Wook % Ga net anc 
‘ om slain : y . : <ndec onde Ondec over over ende onded or uct in: 
a oe ApvEnTisine “Ack that | 6,000,000 fraternalists to help in Apr. 30,1938 Apr. 29,1939 Apr. 27, 1940 1938 1939 Apr. 29, 1939 Apr. 27, 1940 Los more d 
y-by-nig t outfits are largely re- | stamping out this sore which is aj'Akron, 0. ...... wee 4,106,155 3,240,812 3,080,682 ~25.0 5.0 204,320 217,669 ne with ‘ 
sponsible for the obscene and sen- | festering one in almost every com-|Albany, N. Y........... 2,812,551 2,712,618 2,617,804 —6.9 3.5 225,724 166,708  —9. aon 86 
sational ‘iodicals ths RT beets oti | ; " NAtlanta, Ga. .... 4,862,620 5,469,464 4,788,199 —1.5 -12.5 357,588 306,575 —14 ute ee 
sational _ periodical: vat ave | ity in the United States 7 = 7 : " : 
aroused the ire of civic and reli munity ; oe Baltimore, Md. ..... 7,251,281 6,940,817 7,119,584 -1.8 $2.6 463,664 462,373 wail Advert 
— e ire OF civic and reil-| Leading national advertisers are| Birmingham, Ala. .. 4,120,424 4,156,516 1,566,016 $10.8 +9.9 251,104 266,266 45 opy v 
gious groups, and they point to the jnot directly concerned with the |#Boston, Mass. ........ 6,193,220 6,252,038 —«6, 111,430 —13 —23 385,729 343,603 ag 
local distributor as the logical Spot | objectionable magazines because in a a aaa vee rere ry pent eter ary bat ie Ayer Bip +6 lic rel 
‘ ; : ia | : ep : ‘ ,32 623,193 14. —7. 332,542 310,66 radué 
up ccs va ~ = — trash. | only rare instances do periodicals of |Gainden. N. J... 11224391 1°235,827 1,757,307 $435 442.2 85,206 106:887 sa Box 30 
_ Meanwhile, the National Organi- | this calibre carry any reputable ad-|Cedar Rapids, Ta. 1'520,722 1'559,654 1,567,159 +3.1 +05 119,924 120,666 +4 ro 
‘ zation for Decent Literature, 4|vertising. Chief pulp publishers| Charleston, W. Va..... 3,653,595 3,288,012 3,199,491 Ss 12.4 —2.7——S~SC«S 0, SST 
a —— pe ng tO |nevertheless are very much con- ‘Chicago, an. cena wie 10,643,643 9,780,531 9,206,200 =12.6 4.8 675,516 596,876 1} Here i 
sh ¢ ri s y Ss issu- | B elie = = nmtiahh Sincinnati, ©... 5,136,715 5,203,482 5,435,348 +-5.8 + 4.5 298,337 532,878 +76 rie 
an 9 nero hated” one bron ned over the current agitation Cleveland, ©. ... 6040-656 5,584,008 5905185 “2:3 + 5.8 359,890 383,545 +6 in adv 
| because of their anxiety to build up| Columbus, 0. |. . 4,150,510 4,365,169 4,346,749 +4.7  —O.4 301,784 267,476 —115 fe 00d © 
important national classifications | Dallas, Tex. ..... 6,981,169 6,885,917 ~ 6,596,868 .-—.5 —4.2 424,951 437,517 +9 Thorow 
JESS H STRIBL| and because of the tendency on the | Davenport, Ia. a 3,170,440 3,085,516 -2.7 + 2.3 189,000 177,128 anf r pub 
: iti tan. | Dayton, O. ... 1,370,572 4,534,072 +3.7 +4.2 318,010 312,242 RY sition 
1 UIT! part of critics to lump all objec-|i iver, Colo. 2,465,940 2,690,062 3 —0.8 263,539 166,521 16; fe moving 
ee me] |tionable literature in the terM| pes Moines, Ia. 2.154.414 2,193,427 +1.8 + 3.6 147,526 144,894 — adhe 
: 1 
a fe) “pulps.” ‘ : Detroit, Mich. ...... 5,946,242 ; S41 h10.9 2 ~ 414,163 426,915 SF ~ 
a Circulation of pulps is said to]El Paso, Tex......... $3,391,835 ; $1.9 L35 247.226 237,580 4 Bas 
ave rie ily in recent years| Erie, Pa. ............. 2,975,458 2,950,010 0.9 —3.5 193,998 208,124 +7 
have risen steadily nly total esti. | Fall, River. Mass... 1,043,660 1,088,066 +43 9 $0.2 74,774 79,221 +5 
with current monthly total esti-| pint, Mich. .......... 2,352,308 2,758,588 17.3 +3.4 170,772 192,584 +12) 152 
mated at 8,000,000 copies. Adver-| ort Wayne, Ind....... 3,554,278 3,460,044 2.7 Fil 209,944 229,894 —F9 
tising volume has also fared well|Gary, Ind. ....... 1,842,516 1,988,569 +7.9 +9.1 161,711 157,369 —2 Fir. 
ri ast few vears. Grand Rapids, Mich... 2,880,794 2,960,137 L298 4.8 194,894 205,240 +6 
The os a ‘ Ch an Reading” | Greenville, &. C........ 2,014,595 2,313,504 $14.8 +12.9 117,233 143,932 +22) 
oe ee Sees | Meusten, Tex. ....... 5.281.190 : 5,959,448 12.8 +10.0 467,430 334.502 28 New 
advanced by the Catholic organiza~-| indianapolis, Ind. ..... 5,172,508 5,170,422 =, 663,354 £9.3 #94 ~—«G,B22-—C—*—=«*G HDF TT) SVE SE 
tion condemns literature which: | Jacksonville, Fla. 2,842,070 2,919,112 3,071,138 +8.1 +5.2 195,384 197,778 $1.3 by Bz 
| ‘glorifies crime or the criminal; is} Jersey City, N. J 674,336 683,722 699,192 +3.7 + 2.3 48,390 57,764 +194 )> during 
2 : an Pg sme jllinj+ | Kansas City, Kan. 815,332 833,322 975,030 + 19.6 + 17.0 62,636 75,089 +19 ; : 
| emygpse oer magn ’ eng ep Knoxville, Tenn, 1,355,500 3,466,274 $3.3 $1.4 212,114 ai4i4 =. | tion it 
love; carries illustrations indecent | Fittie Rock, Ark. 59%,560 2,923,172 —0.1 0.3 "233,486 303,571 ~—  Vlum 
or suggestive, and carries disrepu-| Los Angeles, Cal 7,513,723 8,416,107 12.0 + 2.3 $45,099 432,675 -2 New ¥ 
table advertising.” Louisville, Ky. 1,587,491 4,577,786 0.2 1.4 $11,907 312,056 +0 as he 
is _s Lynn, Mass “a 2,615,046 2,679,306 + 2.5 0.7 196,028 205,156 +4 signed 
—— Manchester, N. H 1,268,162 24 1,184,638 —6.6 —4.9 62,032 na ene 2D standi 
Penn Conference to Memphis, Tenn. ~~ 3,616,690 ~ 3,749,886 4,293,982 — -18.7 +145 244,062 250,152 +8 total ' 
|Miami, Fla. ...... 5,630,877 i 5,910,835 + 5.0 +11.3 226,121 250,782 +10 
Tackle Ad Problems |°Milwaukee, Wis. . 5,002,355 5,233,027 4.6 + 10.3 225,016 358,157 +59. been | 
aaiiad ey ? ts “Minneapolis, Minn. 4,451,525 4,065,62 8.7 —9.9 284.928 232,256 aif newsp.: 
All phases of display advertising | \iojine-Rock Island 2,905,154 2.703.568 6.9 37 184.688 202.006 +8 P 
and its problems will be discussed | acaniw Cn ¥ ast; , ae Se . a a ey Adver 
© sy] | NAaSSé ) y, Lal. N.Y. 413,72 98,787 —2 —~14.2 61,905 7,495 —s 
at the Ferner . be he ar New Bedford, Mass. .. 1,008,840 1,092,028 $8.2 +11.5 60,942 101,570 +66: fe Produc 
vania Newspaper s ublisners S- |New Haven, Conn. 2,967,930 3,097,122 4.4 +65.1 201,362 188,160 —6 Eigh 
sociation and the Interstate Adver- |New Orleans, La.. 6,057,372 6,522,682 +7.7 +3.7 378,566 365,376 —9 agenci 
tising Managers’ Association at the New York, N. Y.. 19,944,195 : 19,272,521 3.4 -1.0 1,243,339 1,163,251 =f the gr 
Penn-Harris hotel, Harrisburg, Pa., | Brooklyn, N.Y... 1,748,762 1,358,613 1,184,741 —32.3  —12.8 86,901 78,424 —!' & clude 
May 10-11. Round tables and dis- | Norfolk, Va. 2,931,992 3,050,712 3,113,754 + 6.2 +2.1 183,932 183,904 —@ sasoli 
cussion groups will be largely used | Vakland, Cal. 2,381,193 2,491,238 2,891,502 21.4 + 16.1 145,981 166,121 +13 — 
to handle the many subjects. ‘Oklahoma City, Okla. 3,868,004 3,286,010 2,565,086 33.7 21.9 408,870 195,426 —S2: beer. . 
Addresses listed on the program |Om#ha, Neb. .......... 1,985,744 1,884,263 1,955,376 —1.5 +3.8 149,877 114,380 —2' I accour 
include “Clarity Begins at Home; ates R re 3,354,370 5.553,567 8,771,231 F124 $6.7 233,912 239,246 86+? ' 
: : ag a *hiladelphia, Pa. 8,728,79 9,133,93 9,268,573 6.2 + 1.5 593,356 581,837 —? 
the Consumer Problem Is a Local | picenix. Ariz. ® 685 146 ° 447 Gak ° 760 622 ir 2a 8 ge etre 
Iss ” by I Robins pene , ’ 2,447,64 2,760,632 3. 12.8 146,496 153,31 The 
sssue, OY SFWin AODINSON, MANAG- | Pittsburgh, Pa. 7,048,762 6,656,496 6,989,246 0.9 +65.0 404,012 442,792 «+! 
ing =: he ne age ng 1 Mod- | portland, Ore. 3,705,414 4,118,501 3,469,994 —§4 ——$§.8 273,322 230,678 —1! discou 
ern Selling Methods in the Develop- | Raqdqin y; RT'S) ee Rl) ST! Se WO ee ; = © a Y\ 7) ene 7 TT Se 1,000 
— S. Fie ie 3,243,103 3,275,145 3,464,434 + 6.8 +-5.8 247,810 241,248 — 
ment of Newspaper Advertising, | Richmond, Va. 3,969,364 1,153,086 3,997,784 + 0.7 3.7 296,128 285,054 -3 The d 
im Retail and General,” by R. H. Mc-|Rochester, N.Y. 4,698,340 1,899,907 5,045,307 7.4 + 3.0 $21,994 301,14 —f basis « 
tant Kinney, publishers representative, | Rockford, Ill. .. 2,584,175 2,470,622 2,712,710 + 5.0 + 9.8 180,684 187,810 +3 ind 7 
New York; “Advertising Promo- | 58cramento, Cal. 2,511,184 2,705,094 2,526,342 0.6 6.6 177,478 153,1' —1t a 
” tion,” by H. W. Hailey, promotion San Antonio, Tex 2,043,456 2,333,427 2 400,982 +17.5 =} 2.9 ~~ 169,474 137,650 of Paty 
‘manager, Scripps- Howard News- | “5@n Diego, Cal 3,980,120 4,161,548 f 16.9 20.5 320,474 196,770 a are th 
|papers, and “We Serve the Same meme gg ae 7 ryte prt my rg tt +33.8 8.4 285,558 233,335 fr Expre; 
; sieaaiaae ” ert? wwe | Houth Bend, Ind 2,357,044 1,769,121 27.5 3.4 113,279 113,778 t h 
Customers,” by William H. Rodgers, | sgpokane, Wash. 2'360 624 2'197 608 714 t tay + +r oman 
ae Jr., advertising department, Penn- | <¢ —— — = . 5 -t ns —<; ers are 
seh? sak Mere: z se “ 2 é St. Louis, Mo 6,066,060 476.115 06 +0.9 416,205 444,40 +6 
sylvania Power & Light Company. }»st. paul) Minn 1 204.962 * 403-781 14.0 162 928 823 291106 experi 
H sila aaeaill N ] oo te os Y Sie 1,669,430 + 68.5 + 38.9 118,181 166,348 + more | 
. acoma, ash .943,858 020.550 + 10.0 +-5.9 160,104 23.676 “s* 
Liller, Harris an ea Tame “ls a O7k 75: gp tg: : ’ 
i pa, Fla. 2,075,752 2,197,874 + 32.5 + 25.1 155,288 182,74 
Form Atlanta Agency ; eeageae Ont , Can 5,903,279 5,519,791, -11.4 —5.3 862,800 344,599 ' 
. , roy, N. Y.. 1,296,974 1,348,510 6. ! 7.8 92,44 i 
C. K. Liller, Kenneth Harris and | ruisa, Okla. 2 981.140 peg : a ; + pty a+ - $ 
William W. Neal, formerly with | Washington, D. « 10,900,218 10,827.62: r 0.7 4 14 662.698 605. : 
yreting. Advertising Ameer, ft Youngstown, ©O 2,588,435 2,338 4,578 + 3.6 14.6 146,741 167 , 
anta, ave organize the Luauller, F — . — —__—_ — r 
‘Harris and Neal advertising agency Potal $13,432,874 $11,236,187 +0.9 + 1.6 20,075,247 20,194.7 
jat 614 Atlanta Chamber of Com- = - 
merce bldg., Atlanta. 1 Akron Times-Press discontinued Aug. 28, 1938 S Spokane Press discontinued March 18, 195% M 
Among the accounts to be handled | 2 Linage of Daily American now combined with 9 St. Pau! Daily News discontinued April 30, 1°°° . 
| by the company are Cabin Craft, : Record. 10 San Diego Sun suspended publication Nov. 25, *** Ave 
Dalton, Ga., bedspreads and rugs; 3 ‘io. ikea Aug. 1, 1939 ‘ . 11 Atlanta Georgian and Sunday American \ sed pu sie 
| Carr Chemical Company, Columbus, 5 Milwaukee News Saauuieed fans Pas 3. tes 12 cieeae —_ a . ~~ . ] , , 1 wit ‘ _ 
| Ga., insecticides; Davenport Hosiery 6 Oklahoma News discontinued Fe ' 24, 19 9. Linage i Herald, eiteninated froen 1938 and 104° t will 
Mills, Fleetwood Coffee Company, for week ended April 29, 1939. includes Anniversary 13 Minneapolis Star and Journal merged A Send 
and the dog food division, Security| _ edition. 14 Linage for week ended April 27, 1940 Let | 
Mills, all of Chattanooga, Tenn. i News-Times discontinued Dec. 28, 1938. tennial edition of Cincinnati Times-Sta ICE: 
. job 
KIRKEBYW Steiert Opens Offices New Plant for WIP ~ 
Earle Steiert, free lance artist,| Station WIP, Philadelphia, will Te} = . 
E il OIELS es has opened offices at 10 S. 18th|shortly take over a new Genanitter moe A. GHIRNS TEXTILE . 45 EAST 17th S! TE 
i b street, Philadelphia, to specialize in | plant and antenna system near Bel- & COMPANY ADVERTISING NEW YO Pi 
a l'art for agencies and publishers. mar, N, J 
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ADVERTISING AGE 


29 


“Help Wanted,” 


ash with order 


All other classifications (single insertion rates): 


44.75 per inch. 


Cdvertisi 
Market 


The rates for this department are as follows: 
“Positions Wanted,” 
er Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 
% in., $2.75; 1 to 3 in., 


 —, 


POSITIONS WANTED 


HELP WANTED 


CRE ATIVE LAYOUT —- 
and ART Ro mo es 
agency erience. ge . 
nes wen versed in production and 
typograP yhy. Now employed but seeks 
wider ‘ ypportunity bs 
Box 3007, ADV ERTISING AGE, Chgo. 


man desires position with 
studio, agency or large firm 
Box 3008, ADVERTISING AGE, Chgo. 


PROFITS FROM A vosnecre. 25 
ears old, 1938 colle graduate in 
Varketing and Advertising. In 1 year 
as Ad. and 8S. P. branc h Mer. for Nat'l 
Manufacturer has led over 28 
pranches in effective distribution of 
National and Local Advertising, Prod- 
yet and Industry Analysis, and prod- 
uct installation photos. Desires a 
more direct connection in Ad.and 5S. P. 


Layout 


with Industrial Mf'r or Industrial 
4dv. Agency 
Box 3009, ADVERTISING AGE, _Chgo. 


\avertising or editorial—Tw elv e years 
spy writing experience. Now with 
leading trade journal. Want a posi- 
tion in industrial advertising or pub- 
lic relations field. Male, university 


raduat 
Box | 011, ef vie 3RTISING AGB, Chgo. 
THOROU GHLY Qu AL IFIED 


AUDITOR-ACCOUNTANT 
Here is a oy (37 years old and mar- 


ried) who has had 12 years experience 
in advertising oe accounting. 
Good organizer work; well versed 
in tax and social security matters. 
Thoroughly experienced in all agency 
rr publishing procedure. Chicago po- 
sition preferred, but will consider 
moving. 

Box 3010, ADVERTISING AGE, Chgo. 


N. Y¥. MANAGER FOR STOCK 
PHOTO HOUSE 
We must expand and need more in- 
tensive solicitation in metropolitan 
New York than is possible in current 
tie-up with picture- broker. Exten- 
sive collection, attractive catalog, 
monthly direct mail campaigns, 300 
New York customers, 1500 additional 
leads, liberal remuneration. Man with 
similar previous experience re quired. 
Box 3005, ADVERTISING AGE, b 4 


REPRESENTATIV ES AVAILABLE 


PU BL ISHER'S REPRESENTATIVE— 
experienced advertising space sales- 
man, wide acquaintance, N.Y.C. Office 
wants Bastern representation o 
leading publication, commission basis. 
Box 3012, ADVERTISING AGE, N. Y. 


PHOTOGRAPHY 


4,000,000 stock pictures, all subjects. 
Over 1,200 correspondents execute 
photo assignments anywhere in U. 8S. 
promptly, at low cost! 
Free-lance Photographers Guild 
219 East 44th Street, N.Y.C. 
MUrray Hill 2 -3810 


MISCELLANEOUS 


Just Think! This entire magazine 
page can be reproduced by Laurel's 
Improved Process without Cuts-Type- 
setting. 

500 (8%x11") copies $2.63 
Additional hundreds 22c 
Quantity Runs Lower. Equally low 
prices on Booklets, Folders, Catalogs. 
Free descriptive Manual. In Metro- 
politan N. Y. request Representative. 

WaAlker 5-0526. ; 
Laurel Process, 480 Canal St., N. ¥. C. 


Basic Group Sells 
152,000 Lines in 
First 30 Days 


New York, May 2.—An impres- 
sive sales record has been achieved 
by Basic Newspaper Group, Inc., 
during the first full month of opera- 
tion in behalf of its frequency and 
volume discount plan, Ralph Miller, 
New York manager, disclosed today, 
as he released rate card No. 2, de- 
signed “to make for easier under- 
standing of Group Advertising.” A 
total of 152,000 lines has already 
been contracted for in the three 
newspapers comprising the group. 


Advertising covers 14 different 
products. 
Eight prominent advertising 


agencies have placed business with 
the group thus far. Products in- 
clude tobacco, cigarets, groceries, 
gasoline, drugs, life insurance and 
beer. Actual insertions for all these 
‘ccounts have already appeared. 


Earns Greatest Discount 


The contract earning the greatest 

discount, 25.5 per cent, calls for 
1000 lines a week for 52 weeks. 
The discount is computed on the 
oasis of 18 per cent for frequency 
ind 7.5 per cent for volume. 

Papers participating in the plan 
are the Dallas News, San Antonio 
Express and Oklahoma City Okla- 
homan and Times. Other publish- 
*ts are watching the progress of the 
“xperiment with the possibility that 
more papers may sign up. 


Fourth Executive Quits 
Montgomery Ward 


The fourth executive to resign 
from Montgomery Ward & Co. in 


Ford Accepts 
Bid to Exhibit 
at N. Y. Show 


Dearborn, Mich., May 1.—Ford 
Motor Company’s acceptance of an 


elimination of the numerous hotel 
exhibits which have been a feature 
of recent years. Ford inaugurated 
the hotel idea during the years 
when as a non-member of the 
Automobile Manufacturers Associa- 
tion, it felt that it suffered in the 
space allocations in Grand Central 
Palace. It is pointed out, however, 
that in Chicago, where Ford has 
always been on an equal footing 
with other manufacturers, the 
hotels have also been used lavishly 
by all producers. 

In order to insure itself of suffi- 
cient room for a group display of 
Ford, Mercury and Lincoln-Zephyr 
cars, Ford Motor Company has 
applied for space on the mezzanine 
floor of Grand Central Palace, 
where the New York show will be 
held Oct. 12-20. In addition to the 
car display, application has been 


ing of Ford trucks 
cars. 


and commercial 


invitation to participate in the 41st | 
annual National Automobile Show | 
in New York next fall may mean | 


“We are glad to cooperate with 
the automobile industry in this 
showing at Grand Central Palace as 
a matter of convenience to the pub- 
lic in enabling it to see the prod- 


one roof,” said Edsel Ford, presi- 
dent, in announcing acceptance of 
the association’s bid. 


Hearings on 
‘Good House’ 
Shift to East 


in Chicago, the Federal Trade Com- 
mission’s hearings in the Good 
Housekeeping case will shift to New 
York next Wednesday. While the 
defense said that three weeks will 
be consumed in the testimony of 
its New York witnesses, it was re- 
ported here today that the Com- 
mission is considering ways and 
means of cutting the case short. 
This is due in part to the demand 
for the services of Examiner Web- 
ster Ballinger on another important 
hearing. 

Yesterday’s witnesses were Wal- 
ter M. Ringer, president of Foley 


made for space for a separate show- |Ira_ H. 


Mfg. Company, Minneapolis, and 
Reindel, chief refrigerator 
,engineer of the Norge division, 


Borg-Warner Corporation, Detroit. 


ucts of the entire industry under | 


The testimony of both was much 
alike—that as a result of its tests, 
Good Housekeeping had recom- 
mended improvements in products 
which were subsequently made. 
Both said that no charge was made 
for the tests. 


Chicago, May 2.—After two weeks | 


Praises Testing Methods 


Mr. Reindel said that both facili- 
ties and personnel of the Good 
Housekeeping laboratories were 
well suited for the work, the former 
|being adequate and the latter cap- 
able. Some of his testimony along 
|this line was ordered stricken from 
| the record. 

Mr. Ringer, whose company 
manufactures kitchen utensils, said 
that not only the products, but their 
advertising, was changed as a re- 
sult of suggestions by Good House- 
keeping, only the Foley Food Mill, 
however, being advertised in the 
magazine. He testified that Good 
Housekeeping provided an electro- 
type of its seal of approval at a 
lower cost than the company could 
have had it made, and the transcript 
was swollen by the ensuing debate 
over whether such a thing was pos- 
sible. 


Koppers Official Retires 

S. T. Brown, treasurer of Koppers 
Company, Pittsburgh, since 1912, 
has retired because of illness. 


FOR WANT OF A STAMP 


the sale was LOST! 


recent weeks, J. A. Donaldson, vice- 
president and controller, announced 
his withdrawal from the company 
April 30, saying he had no definite 
plans for the future. He joined the 
company in 1932 as controller, be- 
coming vice-president and _ con- 
troller two months prior to severing 
his connection. 

Raymond H. Fogler resigned as 
president and director a week 
before Mr. Donaldson. Others who 
have quit are Frank M. Folsom, 
vice-president and director, and 
George W. Vaught, treasurer and 
director. Sewell L. Avery, chair- 
man of the board, told stockholders 
only recently that the three resig- | 
nations prior to that time were not) 
because of any vital differences in | 


policy. 


| 
Four Move N. Y. Offices 


The following organizations have 
moved to new addresses in New 
York: Eastern States Advertising 
Agency to 2 West 45th street; 
Joseph Katz Company to 444 Madi- 


son avenue: Gellatly, Inc., to 551 
Fifth avenue, and H. W. Fairfax 
Advertising Agency to 551 Fifth | 
avenue. | 


| 

Rosenberg Made V.-P. | 

Leo H. Rosenberg was appointed 

a vice-president of Lord & Thomas, 

Chicago, last week, climaxing 15 

years’ service. He has served as 

copywriter, group head and account 
executive. 


fa GIBBONS KNOWS CANADA 


: J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS + 


will ine 


L 
ICEs. 


MAILING LISTS Ali Classifications | 


Are you mailing your literature to just a bundle of names? Plan your 
advertising on a definite program. Get a PROSPECT INVENTORY which 
lude new prospects and eliminate those no longer in business. 
Send for our 1940 MAIL ING LIST catalog showing over 6,000 classifications. 
*t us discuss our COMPLETE DIRECT MAILING ADVERTISING SERV- 
DAILY MAILING CAPACITY 100,000 PIECES OF MAIL. No 
job too small or too large. Write for full particulars: 


TRADE CIRCULAR 


Dep 7 @ ~ 
pt. AA, 27 S. Market Street. 


ADVERTISING CO. 


FRAnklin 1182 Chicago. IIL. 


THIS MAN has written a mailing piece. 


good mailing piece. Swell copy. 


artwork. It should pull a hatful of orders. 
why should he be so unhappy about it? 


q 


“J 
4 

\ fe? 

(cy 

Ser, 


A very 
Swell layout. Swell 
But 


WERE’'S HOW he could lick the stamp problem: 


print the job on Hammermill 
weight? Sure .. . cuts mailing 


But notice — it’s opaque, too. You can print both 
sides without objectionable show-through. 


Opaque. Light in 
costs to the bone. 


special Opacity 


Hammermill Paper Co., 


Please send me, free, Opacity Test 
Card, 50-sheet test packet and Sample 
/ Book of Hammermill Opaque. 


iT Seems the broadside weighs too much for his 
budget. The extra postage cost means he'll have 
to cut 5,000 names from his mailing list. 5,000 
prospects he wants to reach . 


.. and sell. 


SEE FOR YOURSELF! Mail the coupon today for a 


Test Card and trial packet of 


Hammermill Opaque. Compare it with other 
opaques for whiteness, brightness, opacity. A handy 
sample book comes with the kit. 


a a ne ae a ee ee a a a a 


Dept. G, Erie, Pa. 


Name 
; a ; — ! 
“sf Please attach to, ag write on, yor rm fran head) l 
AA-5-6 
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Mow Proposal 
Made to Change | 
Curtis Preferred 


Philadelphia, May 3.—A _ plan 
whereby holders of Curtis Publish- | 
ing Company $7 preferred stock | 
would be permitted to exchange | 
each share for $10 principal amount 
15-year 3 per cent debentures, two 
and one-half shares of common 
stock and one share of a new $4} 
prior preferred stock, on which $3 | 
annual dividend would be cumula- | 
tive and $1 will be payable = 


cumulative to the extent earned, 
will be voted on at a special meet- 
ing of stockholders to be held here | 
July 2. 


Reduce Annual Dividends 


The plan follows the _ recent! 
report of the company, in which | 
the necessity of revising the capital | 
structure of the publishing giant 
was stressed. Under the plan, an- 
nual dividend requirements ahead 
of the common would be reduced 
from the present level of $5,056,940 
to $3,356,406 annually, a reduction | 
of at least $1,700,534 in preferred | 
dividends, plus an additional reduc- 
tion of $722,420 if $4 is not earned 
on the new prior preferred. 

There will be no change in pres- 


ent preferred which is not ex- 
changed, and no change in the 
terms of common stock. 

Figures presented show that aver- 
age earnings of the company for 
the last three years were $2,514,- 
062, and for the last seven years 
$3,736,158. The preferred dividend 
was first passed in 1932. Net earn- 
ings for the first quarter of this 
year were $665,328, compared with 
$382,088 in the same period last 
year, and business on the books at 
present is ahead of a year ago, the 
company says. 


Bowles Schooner, 
Battered by Storm, 
Limps Into Port 


New York, May 2.—Fears for the 
safety of Chester Bowles, chairman 
of the board of Benton & Bowles, 
and seven others aboard his schoo- 


;ner yacht homeward bound from a 


Bermuda cruise, were allayed last 
night when the party reached New 
London, Conn., after having been 
unreported for five days. 

Coast guard cutters and airplanes 
had been searching the Atlantic for 
the yacht since last Friday, when 
the 42-ton craft was hit by a gale 
200 miles off Cape Hatteras. Mr. 
Bowles declined assistance from a 


Latvian steamer on Friday and -had | 


not been sighted since. He is 
known as a skilled sailor and has 
taken his yacht, the Nordlys, to 
Bermuda several times. 

The Nordlys lost most of her sails 
in the storm, and reached New Lon- 
don with only the foresail remain- 
ing, aided by an auxiliary engine. 
Mr. Bowles reported that the storms 
were among the worst he had ex- 
perienced in five years and that “we 
were forced to lash the wheel and 
lay to for three days.” 

In addition to Mr. and Mrs. 
Bowles and two crew members, four 
guests made the trip. Among them 
were Mr. and Mrs Alfred Stanford. 
Mr. Stanford is a vice-president of 
Compton Advertising. 


Perfex Names Pacific 


Perfex Company, the month-old 
Tacoma organization which recently 
bought Chemical Products Corpora- 
tion, Seattle, has begun production 
of a new bleach and deodorant, 
advertising for which is_ being 
handled by Pacific National Ad- 
vertising Agency, Seattle. 


Rocklin Joins Agency 

Irving Rocklin, formerly with 
Selviar Broadcasting System, Inc., 
Chicago, has joined Morris & David- 
son, Inc., Chicago, as director of 
radio. 


$7,100 FAMILIES 


FULTON DEKAL® COUNTIES SOURCE “SALES MANAGEMENT” 


64,344 GAS METERS 


66,242 WATER METERS 


70,764 JOURNALS 


“DAILY City Circulation and 72,166 SUNDAY City 


Subtracting the number of businesses served by the 
above utilities, you get a good idea of the complete 
city coverage The Journal now gives advertisers. 
70,000 city circulation in Atlanta, Georgia, just 
about delivers the entire market to advertisers. 


Che Atlanta Zournal 


“The Journal Covers Dixie Like the Dew” 


30 900 watts 
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The Journal's Circulation For the First 3 Months of 1940 Was 149,472 Daily---203,107 Sunday * A.B.C. Total Net Paid Average 


see wary-March Average 


An Idea to Solve 
Consumer Problem? 
Submit Your Plan 


Chicago, May 2.—With the Apn- 
VERTISING AGE contest for plans de- 
signed to improve _ relationships 
between advertisers and consumers 
moving into its last month, interest 
in the competition has been acceler- 
ated, and entries have been arriv- 
ing in ever-increasing numbers. 

The last date for submission of 
entries in the competition is May 31, 
when entries must be either mailed 
or delivered to the Contest Secre- 
tary, ADVERTISING AGE, 100 E. Ohio 
street, Chicago. 

A total of $1,000 in cash awards 
will be given for the plans judged 
the best and most practical among 
those submitted, divided into prizes 
of $500, $250, $150 and $100. 

The competition is designed to 
develop thought on the subject of 
improving relationships between 
advertisers and consumers, and per- 
haps to result in the evolution of a 
plan or plans which can be followed 
in pursuit of this end. For that 
reason it has been made as simple 
as possible, with no rules of any 
kind, and with no restrictions on 
eligibility. 

Anyone except employes of Ad- 
vertising Publications, Inc., may 
enter the competition, and entries 
may take any size, shape or length 
desired by the contestants. Adver- 
tising clubs, women’s clubs and 
similar organizations may enter as 
a unit, submitting, for example, de- 
tails of successful activities in this 
field which they have sponsored. 

The plans suggested need not 
necessarily be original, nor need 
they necessarily have been put into 
operation. The judges will de- 
termine the winners solely on the 
basis of their value, practicality, 
comprehensive scope, and _ their 
promise of performing a real serv- 
ice for advertisers and the public. 


WOR Awarded $5,940 


in Contract Suit 

Judgment for $5,940 has been 
/}awarded Station WOR in New York 
| District Federal Court in an action 
against Wm. Irving Hamilton ad- 


vertising agency and Ramsdell, Inc., | 


its client. The radio station asked 
$25,874. 

The case involved cancellation of 
“The Johnson Family” program by 
the agency and advertiser in Oc- 
tober, 1938. The station refused to 
cancel the contract and continued 
the program on the air despite the 
‘fact that no commercials were fur- 
|nished by either agency or adver- 
tiser. 


Appropriate $100,000 
for N. Y. Publicity 


| The Wright bill, 
| $100,000 to the New York conserva- 
tion department for a program of 
information and publicity to induce 
World’s Fair visitors to travel state 
routes, has been approved by Gov. 
| Herbert H. Lehman. It is expected 
that the publicity bureau, estab- 
|lished in 1934, will be discontinued 
after Oct. 31, 1940. 


Now Allen & Reynolds 


| The Earl Allen Company, Omaha 
| advertising agency, has become 
|Allen & Reynolds, Inc., with Milton 
H. Reynolds, vice-president, ac- 
‘quiring company stock. Mr. Rey- 
nolds now is executive vice-presi- 
dent and secretary of the company 
with Earl H. Allen continuing as 
president. 


| 


| . 

‘Now Swan Studios 

_ Swan-McComb Studios, Chicago 
commercial art organization, has 
|resumed its former name of Swan 
| Studios, Maurice McComb having 
| withdrawn from the partnership. 
|He will move to the West Coast to 
;|make his permanent home. 


Sanitone Schedule Up 


Emery Industries, Cleveland, is 
enlarging promotion for Sanitone, 


appropriating | 


| year, 


'scheduling copy for The Saturday | 


Evening Post and Good Housekeep- 
| ing. Fuller & Smith & Ross, Cleve- 
jland, is the agency. 


Chains, Mail Orde 
Increase Share 


of Tire Business 

Akron, May 2.—Chain Stores 
including mail order house chains 
scored heavy advances in 4, 
replacement tire market 
according to an 
study of replacement tire Sales 
by types of outléts just com. 
pleted by Dr. W. W. Leigh of the 
University of Akron. In tots! the 
chain stores increased their sales by 
almost 1,900,000 units or 364 ber 
cent last year against a gain for the 
entire industry of only 23.8 per cent, 
and advanced their position from 
16.9 per cent of the industry's sale 
to 18.7 per cent. In other words, the 
chains advanced at about 11» time 
the rate of the industry. 

Tire sales by major oil companies 
declined from 16.7 per cent of tot) 
sales in 1938 to 15.5 per cent of tota) 
sales in 1939. Sales by mail orde 
increased from 5.2 per cent to 53 
per cent. Tire manufacture 
owned stores sales decreased from 
8.4 per cent of the total in 1938 p 
7.8 per cent in 1939. Total oil com. 
pany sales of 5,888,000 casings lag 
year were achieved through some 
11,000 independent oil jobbers ang 
78,000 retail outlets. Total tire ship. 
ments last year increased by 14,40). 
000 or 38 per cent over 1938. Of this 
total, original equipment deliveries 
accounted for 6,800,000 units ang 
replacement sales accounted for 
7,300,000 units with exports of ap. 
proximately 300,000. Total ship. 
ments in 1939 were 57,500,000, in. 
cluding 18,200,000 for original 
equipment, 38,000,000 for replace. 
ment purposes and 1,300,000 for ex- 
port. 

The Standard Oil Company being 
the principal oil company market- 
ing its own private brand tire, Dr 
Leigh’s figures would indicate that 
Standard Oil sales lost position last 
year, declining from 7 per cent of 
the total sales in 1938 to 6.5 per cent 
in 1939. Tire manufacturers’ 
branded tires sold through oil com- 
panies represented 9 per cent of to- 
tal sales last year. 

Total distributors’ stocks of tires 
on April 1 this year were 7,549,000 
—an increase of 539,000 from Janu- 
ary and an increase of 732,000 over 
April 1, 1939. Total dealer stocks 
as of April 1 were 3,312,000. Oil 
company stocks were 1,755,000 and 
ali others, including chains and de- 
partment stores and tire manufac- 
turers’ owned stores, were 2,482,000 


Adds James Allen 


James E. Allen, illustrator, etche 
and lithographer, has joined Sutton 
& O’Brien, New York, advertising 
art. 
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Given as Premiums 


WILL HELP SELL 
YOUR PRODUCTS 


Write for FREE Mlustrated Catalog, 
and PREMIUM PLANS. 


WEINMAN BROTHERS 


TRANSPARENT BOX HEADQUARTERS | 
Dept. AA 325 N. Wells St. Chicago. |! 


(Experienced Salesmen Write) 
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MOTHER'S DAY MESSAGE OF CONFECTIONER STRIPES FOR NYLON 
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New red and white striped box for 
Cannon nylon hosiery. 
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IN TRIBUTE TO vei common? #0 s 
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eo SWIM SOITS ame cum crermes 


Full-color "Petty Girl’ advertisement which launches the 1940 season for Jantzen 
Knitting Mills. (Story on Page 4.) 
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MEME 


Full-color display piece for Mother's Day produced for Bunte Brothers by A. C. 
Schulz Lithograph Company. 


FIRST AWARD WINNER IN McCANDLISH CONTEST 
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ADVERTISING IS SOLE FUNCTION OF TRUCK 


FIRST PRIZE 


Cdl fashinameed flow 


Unusual counter display for Tally medi- 


cated soap, made by Maximax, Inc., This design, by Lyman M. Simpson, Barrington, IIl., won the $500 first prize in the 

which includes bars of the soap bearing 1940 contest for 24-sheet designs created specifically for the contest and adver- 

a trial cake attached, so that purchasers tising products designated each year as contest subjects. Second prize, $300, 

can try the small cake and return the went to Mario Disantis, Cleveland, for a Servel poster; third prize, $150, to John 

large one if not satisfied. The soap, Milligan, Philadelphia, for a Cliquot Club design, and fourth prize, $50 to 

which is being advertised in Chicago Michael Juhas, Torrington, Conn. Judges in the competition, shown here, are: 

Me ao ie papers, has a minimum fair trade price Burton E. Goodloe, J. Walter Thompson Company; Hayden Hayden; Fred 

e" ~ oe of 25 cents a cake. Root-Mandabach Ludekens, Lord & Thomas; J. O. Carson, H. J. Heinz Company, and Mark B. 

wil ! — Advertising Agency handles the account. Seelen, Outdoor Advertising, Inc. 


This special advertising truck, carrying no pay load, will roam Michigan roads 
this summer carrying the message of Altes Brewing Company of Detroit to county 


fairs, conventions and other festivals. The two gallant bottles beside the truck BOYHOOD JOYS FORM BASIS FOR SPRING STATION BANNER 


are part of its equipment. They mingle with the crowds and pass out literature. 
WESTERN GOLFERS GET AN EARLY START DON ? B : 1b E LAST ONE IN 
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Western Advertising Golfers Association started the season with a two-day session 


Pa ’ 
ATE Summer Oi 
on the links at French Lick Springs Hotel in southern Indiana, April 27-28. , . 


In this foursome are Frank Kelly, Time; Sterling Peacock, vice-president, N. W. ; ‘ 
Ayer & Son: Bill Carr, western advertising manager of Time, and Russell Ahrens The human interest appeal is heavily accented in this spring banner distributed to filling stations by Quaker State Refining 
, assistant to the president of United Air Lines. Company. Kenyon & Eckhardt, Inc., is the agency. 
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